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EVANS KID LEATHERS 
SPELL OUT 


uniform 
Quality 


BLACK AND WHITE 


(and colors, too) 











IS ON THE GROW! 


35 years of growth... 35 years of leadership in leather! For 
fiscal 1959, a new record in leather production . . . for 1960, 
new goals to help you sell more shoes, bags, belts. For now, 
more than ever, Colonial is your leading source for colors, 
style and trends in leather. 


LUXURY PATENT VELKA 
The revolutionary new non- Elk-tanned side leather 
cracking black patent leather 


GLISSANT 
REGULAR PATENT Full grain wax finished 
In black and colors 


BAG CHROME PATENT COLOTAN 


Smooth dress sides 
COLBUK-SILKA 
Napped surfaces PEARLESCENT 
PARADE Smooth and surfaced, lustre finish 


Full grain glove leather AYERBO SIDES 
SIDE LEATHER for Bags and Belts 


SPECIALTIES SPLITS 
Textured, Embossed, Perforated for Uppers, Linings and Soles 


TES ie oa a 


BOSTON 11, MASSACHUSETTS 





NO GAME 
OF CHANCE 


when you choose 


No. 6032 


In Stock 
Patent Leather 
One Strap 


4 to 6 
642 to 8 
814 to 12 
12¥%2to 3 


Also in-stock in White, 
No. 6081. 


There is no game of chance when you carry a 
complete line of Kali-sten-iks shoes. 
Quality crafting and styling — assure you 


a quick turnover of your stock. 


' , ; No. 4165 
See your Kali-sten-iks representative 7 
In Stock 


or write us — now! Brown Oxford 
oe with Allenite Tip 


6%2 to 8 
812 to 12 
124 to 3 


Also in-stock in Black, 
No. 4125. 


THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN | 


October 15, 1959 


Vol. CLVI, No. 10, BOOT AND SHOE RECORDER, published soni monthly by Chilton Company, Chestnut and 56th Sts Philadelphia 39, Pa. 
Second class postage paid at Philadelphia, Pa. _— a Brice 88 .00 per year. Printed in U.S.A., (Canadian rate $3.50 per year) ubscriptions, 
Address Correspondence to: Circulation Manager, Ss OF RECORDER, Chestnut and 56th Sts, Philadelphia 39, Pa. Allow one month 
for change of address, stating old as well as new Brg 





Sure is. Because it is a COMPLETE LINE! 
A style for every woman, a selection for every age, 
a shoe for every mood — in the right heel, 


the right color, the right size. 


RED LACQUER ROOM — PALMER HOUSE 


POUERICAV Gus 


288 A Street, Boston, Massachusetts » Div.: Consolidated National Shoe Corp. 


3. 
THE NEW IN FASHION 
4 WHEN IT IS NEWS 


#1 VALUE SHOE 
IN ITS FIELD 


5. 
HIGH RATE 
TURNOVER 


6. 
LOW RATE 
MARK-DOWNS 


1. 
#1 BIG BRAND 


BIG IN STOCK 9 


2. 
NATIONALLY 
ADVERTISED 


1. 
COMPLETE 
LINE 


OF 40 YEARS’ 
EXPERIENCE 


REPRESENTS VOLUME PRICES 
ENTIRE LINE $6.99-$11.99 


THE LINE FOR SMART OPERATORS 
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CAPRELLO ofs COSMIC 


Glovey, drapeable, pleatable. Pure aniline coloring and finishing... 
Easily cleaned with a damp cloth. unique boarding. 


G. LEVOR & CO., INC. = Tanners Since 1876 GLOVERSVILLE, N. Y. 
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simulates the thousands of steps 
walked daily by the average consumer 








Pellon Flexometer... 
Mandel Brothers ONE NORTH STATE STREFT, CHICAGO 2, ILLINOIS sensational new 


ST ave 2-100 


shoe salesman at Mandel’s... 


July 28, 1959 
Mr. Irving J. Fife can sell shoes for you, too! This is the PELLON FLEXOMETER that stopped customers 
432 Fourth Avenue 


in MANDEL BROTHERS’ shoe department. This dramatic device actually demonstrates 
New York 16, New York s 


the amazing flexibility and lasting shape retention of shoes constructed with Pellon 
Dear Mr. Fife: innersoles by recording the daily walking mileage of the average consumer as a 
Presently we are using the Flexometer in our shoe is constantly tapped and flexed by a revolving mechanism. If you would like 
department. It is prominently displayed and to borrow this great new “salesman’’ for your store, write us for availability of 
tied in with the Inside Story Shoes. + : ‘ > : : : ' 

specific dates. There is also a special Pellon inner construction material available 
There isn't a day that goes by that we for doublers and uppers that enhances the beauty and depth of the leather, and 


don't have many, many inquirues about the makes shoes lighter, softer and more comfortable. 
Pellon insole construction. It's really 
gratifing the curiosity it creates. 


Thank you for the privilege of the use of o 
the machine. Kindest regards. 
Very truly yours, 


Fs we. CORPORATION enmpire state Bidg., New York 1, N. Y 
asic eniiaaaies Shoe Sales Division: IRVING J. FIFE & CO, 432 park Avenue South, New York 16, N. ¥ 
@. oe tae eearsTeRe eeoquane ' PELLon Conrons 











From MANDEL BROTHERS, one of America’s fine department stores 
comes this letter sent by Max Wolowitz, nationally known shoe mer- 
chandiser, hailing the show-stopping effect of the Pellon Flexometer! 
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Mr. NEOLITE says: 


THE SHOW IS THE PLACE 








NEOLITE (/Zv SOLES 


e YOU CAN FLEX 'EM WITH YOUR FINGERTIP! 
e THEY'RE WONDERFULLY LIGHT! 
e THEY HAVE A LUXURIOUS FINISH! 


You can do exciting new things with NEOLITE 
Flex Soles! See for yourself at the Goodyear Ex- 
hibit. See how NEOLITE Flex Soles permit new 
treatments, applications and finishes. See how 


these sensationally light and flexible soles can add 
both luxury and longer wear to men’s, women’s 
and children’s shoes . . . how they can add new 
salability to your best-selling brands! 


Watch the award-winning GOODYEAR THEATER on TV every other Monday evening 
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TO SEE THESE WINNERS! 





PRE-FINISHED 
NEED NO TRIMMING! 


Now available in sizes 12, 13, 
14, 16, 17—black and tan 


SEF cmjeersamm | Se rLITE HEELS 


line of NEOLITE and ... FOR WOMEN’S “FLATS” 


GOODYEAR Heels and Soles Do you make women’s “‘flats’’? You’ll make them faster, sell them 
for every type of shoe! faster if they have JETLITE Heels! Made of an amazing new mate- 

rial, JETLITE Heels are extremely light in weight . . . an ideal feature 

for comfort-loving wearers of ‘“‘flats.’”” What’s more, these pre- 
SEE wanny Baw GOODYEAR finished heels need no trimming—they’re perfectly sized and fit 
like a dream. They have tapered edges . . . sales-appealing neatness. 
Yet with all their advantages, JETLITE Heels shave your produc- 
tion costs. 


items ... fresh, stimulating! 


SEE THEM... plus others at the GOODYEAR EXHIBIT, Booths 7,8 &9... Exhibition Hall, Palmer House 


GOOD YEAR 


NEOLITE. AN ELASTOMER-RESIN BLEND, JETLITE. TM “S— THE GOODYEAR TIRE & RUBBER COMPANY. AKRON. OHIO 


October 15, 1959 





PALMER HOUSE 
CHICAGO 


Private Dining Room 17, 
Club Floor 
Jacqueline 


CONRAD HILTON 
CHICAGO 


Rooms 1004A, 1005A, 1007A 


Natural, Foire 


tite) Jobs 
WOHL SHOE COMPANY - 1601 WASHINGTON AVENUE « SAINT LOUIS. MISSOURI « A Division of Brown Shoe Cemnany th Vv. 
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— “The potent combination of better sales manage- 
ment and better selling is the key to a $500-billion 
economy in 1959; and we could probably do even | 
better if we really set our minds to it,” was the 
nucleus of a talk by Don G. Mitchell, president of | 
General Telephone & Electronics Corporation and 
chairman of the board of Sylvania Products, Inc. 

—His subject: “Sell Your Way to the Top” was so | 
vital, he made his points so effectively and construc- 
tively, that we fee] our readers would be interested | 
in some of the highlights. | 

—We have culled and condensed the main points and | 
present them in this (and perhaps a subsequent) 


ae WE ARE 15 YEARS 
— “Our economy is taking of in high gear again,” he 
said, “and yet, it was only a year ago that plenty of 
people were sitting around wringing their hands and YO U Nj G TH i S M 0 NTH 
RELENTLESS 


crying about the next order. Today, we have not 
only recovered from the 1957-58 recession, we're | In 1944 Jumping-Jacks launched its 
well on our way to setting one new record after 
aniaiiiias. ' famous (and patented) sole-up-the-back 
—‘What really sparked the recovery? It certainly shoe that made infant's shoe history. Now 
wasn’t a tax cut, because Congress didn’t panic into | ..- 15 years and 31,948,742 pairs later 
that one. Nor was it increased defense spending; | Jumping-Jacks factories have increased 
nor was it artificial controls or decontrols. Somehow, | from 1 to 4 and the Jumping-Jack line of 
we avoided those, too. children’s shoes is sold in 42 countries 
— ‘The real spark for the recovery came from one throughout the world. 
place. It came from the strength and vitality of | 
private enterprise, It came from the hard work of | JOIN US IN OUR 15TH 


the American businessman who refused to crawl | 


into bed and pull the covers over his head when all | ANNIVERSARY CELEBRATION 


the pessimists ait going. ’ . at the Chicago Show. We'll all be at the 
“It was private enterprise ... it was the business- | Palmer House in rooms 679. 680, 681 


men, who proved they could solve their own prob- | : 
lems .. . that they could act fast enough and make | where the red carpet will be out to thank 


their actions count before things got really rough. | old friends who made our growth possible 
—“The job they did in a matter of a few months was ... and to welcome new friends. 

really amazing; and they did it without crippling | 

and demoralizing their organizations. They went at 

it constructively and intelligently and maintained a | Psst j 

balance between short-term correctives and long- | 

term goals.” 








Be sure to turn the page for 
| a sneak prevue of our new 
—- | line of Boys Shoes. 
= ‘ ik . { oe oe , | 

Publisher | VAISEY-BRISTOL SHOE CO., Monett, Mo. 
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‘ SNEAK PREVUE! 7. ~~ 


~THENEW BRISTOL SHOES 


FOR YOUNG MEN ON THE WAY UP = 





Senin Mag 1 a ee atl Nei Nia Sasi No J 
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NEWiasts NEWstyles NEWpatterns NEW features 


make BES yo! the newest boys’ line in the country... 


“On target’ line aimed straight at the ever growing Pre-teen and 
Early-teen market. Sizes 44% to 9. . . some styles up to size 12. 
Made in the traditional Vaisey-Bristol manner . . . famous for fit 
. .. Styled for young men on their way up! 


Backed by national advertising in boys’ favorite magazines. 


&S 


SEE THE NEW Bristol AT THE CHICAGO SHOW 


IN THE VAISEY-BRISTOL ROOMS 679, 680, 681 - PALMER HOUSE - OCT. 25-28 
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Cambridge 
ee 
in fashion — 
first again... 


RAYN 


The 
most 


FASHIONABLE 
thing 
in PLASTIC 


About time? You're right! Trust Cambridge to come up with the most exciting 
impulse-buy item in several years. Raynshu fits—it fits snugly, it’s light, it's smart. 
It has shape, it has styling plastics never had before. 100% salable, 100% practical 
(a woman can roll a pair into her handbag). $ 00 


RETAIL 


SPIKE HEEL CLEAR PLASTIC 
HI-CUBAN HEEL SMOKE PLASTIC 


* 
Cambridge wise: coun 
CAMBRIDGE, MASS. 
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SOONER OR LATER YOU'LL DISCOVER Edwards 


SURE FOOT... 
grown-up styling 
for beginners. Soft, 
sturdy, and so much 
fun to wear. The 
favorite among the 
toddlers. 


FORECAST? FAIR!! 


Weather or not — Edwards will be 
there! At the Chicago Shoe Fair, 
Palmer House, Suite 743-744, October 
25-26-27-28. You owe it to your pint- 
size customers to stop and see us. Find 


out why Edwards is the shoe for chil- 


WITH SHOWERS OF SHOES 
And every single pair has the famous 


Edwards Fit, Quality, plus Fashion. 
See for yourself why our shoes are so 
popular with youngsters and why our 
dealers are so popular with parents. 
Stop first at Suite 743-744. 


THE BIG HOUSE-FOR LITTLE SHOES EVER SINCE I900 


Edwards invites you to see the complete 
d lia rd CG Edwards line of children’s shoes. 
THe SHOE FOR CHILDREN Edwards wit be waiting for you and perhaps 
PHILADELPHIA % PA. Edwards will be working for you. 
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ROOMS 634-636 
HOTEL MORRISON 


TRED-LITES ARE 


ADVERTISED 
COAST-TO-COAST 
ON TV! .. Xia 


LIFE 


The Saturday Evening 


POST 
Laquire 


HOLIDAY 


See Tred-Lite’s new, exciting styling ——- THE MOST 
WANTED STYLES in Casuals today. They’ll SELL seventeen 
because they fit into today’s American way of life 


...a brand new line for the whole family. TRUE 


For the name of your nearest distributor write: CAMBRIDGE RUBBER COMPANY, CAMBRIDGE 39, MASSACHUSETTS 
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A.C. LAWRENCE LEATHER CoO. 


Chapter 9 


‘Txeninn ... Finishing school for a calf. 


At A. C. Lawrence, calf leather is put through many 
stages of finishing. And each skin must pass severe 
quality tests — each is carefully examined for the slightest 





imperfection. 


The talented people of Lawrence skillfully polish the 
leather many times — each polishing brings out more of its 





trve deep beauty. This unusual care requires disciplined 
hands, trained eyes, and modern machines — and most 
important, a love of leather. And like anything that is 
done with pride, the’ results are exceptional — consumer- 
valued leathers with the Talented Touch of Lawrence. 





Such a cultured leather is... 


rome? epereatkers rie 
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Authentic Source 


of Fine Leather 


DEVON CALF 


...more versatile 
than a 


woman’s mind 


Lawrence Devon Calf offers 
more to your customers... adds more 
beauty to any shoe fashion. Point 
out that Devon Calf is smooth, 
mellow leather with a lasting, 
easy-to-care-for luster. You'll sell 
her on these features — because women 
are sold on beauty. 


A. C. Lawrence Leather Co., 
a division of Swift & Company, (Inc.), 
Peabody, Massachusetts. 





BETTER PART OF SETTER Segoe s 
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Do Wellingtons belong? 


6 out of 7 said.) |S 





r 








Acme offered its line of Wellingtons about two years ago. 6 out of 7 Acme dealers 
said ‘‘YES''! And the sales figures have been amazing! 


How did Acme Wellingtons get this big? Well, first of all, we checked the Wellington 
market... its needs... its potential sales . . . its values. We felt we had the answers. 


Practical, comfortable, colorful . . . three modern-living words tell why Wellingtons 
belong ... in every part of the nation. . . in every 

social class. Never before in the history of the industry 

has one type of footwear grown so rapidly. 


Craftsmanship, style, value . . . three important selling 
words which tell why millions wear Acme Wellingtons 
today, only a couple of years after they were intro- 
duced. The world’s largest bootmakers know boots. 


Maybe you're missing sales. If you're not in the ‘6 
out of 7’’ group, you ought to try Wellington selling. 
If you're already handling Acme Wellingtons, we urge 
you to give it a real chance to build substantial volume 
for you! 


Complete in-stock service for your convenience. Check 
your Acme catalogue. We urge you, as strongly as we 
can, to order Wellingtons now! 


WORLD’S LARGEST BOOTMAKERS 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee. ALSO MAKERS OF COWBOY 
BOOTS, OUT-OF-DOORS BOOTS, ENGINEER BOOTS, AND PARADE MAJORETTES. 


SOUTHEASTERN, Nov. 8-11, 512-514 Henry Grady Hotel, Atlanta SOUTHWESTERN, Nov. 15-18, 840-841 Adolphus Hotel, Dallas 
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KNOW where you’re going 





CEY 
QHN Jock} 


Exclus! 
te Shoes 
Mens 


A CORDIAL INVITATION TO VISIT 
Rooms 707-708 Palmer House, Chicago 
at the National Shoe Fair 
October 25-29 
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LIGHTER, 
MORE 
FLEXIBLE 


a revelation in walk and wear — 


extraordinarily flexible — remarkably light , 
not on all shoes... 


just the best ones AVON 


SOLE COMPANY 





QUALITY... Quality has always been the buyword in all BECKWITH products. The smart 
shoe manufacturer knows that quality is his only smart buy in box toes. 
UNIFORMITY... Uniformity in all types of box toes is a vital essential on the shoe produc- 
tion line. Beckwith-Arden turns them out by the millions, precision made and as uniform as 
peas in a pod. 

STYLE ...Smart shoe styling is the major sales appeal all the way from the designer’s drawing 
board right to the consumer. Beckwith-Arden box toes not only conform to the most delicate lines 
of the last but faithfully retain the style and beauty throughout the life of the shoe. 
SERVICE... Service at Beckwith-Arden means cooperative follow-through after their 
products have reached the shoe factory. Expert advice and technical assistance are always 
readily available to assure the shoe manufacturer top efficiency in his box toe operation. 


leche dhalen- 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee © Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canado 
Victory Plastics Co., Hudson, Mass. * Safety Box Toe Company, Boston, Mass. * AGENTS: Wright-Guhman Co., St. Louis, Missouri 
Dellinger Sales Co., Reading, Po. * The Geo. A. Springmeier Co., Cincinnati, Ohio * Factory Supplies, Inc., Milwaukee, Wis 





Danvers 


CAVORTER 
Goes to Town! 


FIFTH AVE| 














Casual country comfort takes on an urban air of 
sophistication in the new Danvers METROPOLITAN! 
Soft grained leathers, glove linings, 
Cavorter construction, flexible leather soles 
give this dress shoe the same soft comfort, 
the same casual smartness, as its country cousin! 

Pr 
on ’ DANVERS SHOE COMPANY, INC. 


Manchester, New Hampshire 





LIGHTWEIGHT CELLULAR SOLES 
with TRU- = ACTION for 





































































































SOLES by BILTRITE 


Micro-cellular soles with amazing lightness... 

reduce the weight per pair of shoes substantially! 

The sensationally popular Biltrite Tru-Glide action is now 
available in a new light-weight version ... saving 

as much as half a pound of weight per pair of 

shoes! Tru-Glide Zephyr Soles give your customers 
“walking on air’’ comfort, healthful support and long wear 


... give extra sales appeal to men’s and women’s shoes. 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles-— 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 





AMERICAN 


in Leather 


Slim, trim, elegant—it’s the new 
silhouette and a new style in men’s 
footwear—the American 
Continental by Freeman. This 
smart, unusually flexible shoe is 
custom crafted in luxurious 
TOMAHAWK leather—a standout 

in the Rueping line of 


“fine leathers for fine shoes.’ 


wonderful feeling 
FREEMAN 


shoes for men 


LEATHER FOR 














SHOES: Freeman Continentals 
Style No. 2207 

Freeman Shoe Corp. 

Beloit, Wisconsin 


LEATHER: Rueping’s TOMAHAWK 
No. 90 Black 


FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





Headlines 





Tanners Hold Annual 
Meeting October 21-23 


NEW YORK—Prospects for shoe 
production, cattle slaughter and hide 
exports will be discussed at the 43d 
annual meeting of the Tanners’ 
Council of America, October 21-23 
at the Edgewater Beach Hotel, Chi- 
cago. 

These topics will be considered 
October 23 starting at 9:30 a.m. at 
the second of two general sessions. 
Analyzing shoe output and consumer 
demand will be John Dyason, re- 
search director of the Industrial 
Commodity Corporation. Represen- 
tatives of Leather Industries of 
America will review leather mer- 
chandising opportunities. 

Later, J. Russell Ives, marketing 
director of the American Meat In- 
stitute, and Lyle Liggett, informa- 
tion director for the American Na- 
tional Cattlemen’s Association, will 
project the cattle slaughter picture. 
Canvassing export demand prospects 
will be Julius G. Schnitzer, head of 
the Commerce Department’s Leather, 
Shoes and Allied Products Division, 
and a panel of trade experts. 

The first general session, October 
22 at 10 a.m., will be devoted to an 
appraisal of the immediate past and 
the future in leather and leather- 
consuming industries. Opening the 
session will be Council President 
Ralph H. Ewe. Dr. Joseph H. Tag- 
gart, dean of the Graduate School 
of Business Administration, New 
York University, will view money, 
credit and business prospects for 
1960. 

Robert C. Erb, president of Mel- 
ville Shoe Corporation, will present 
a shoe manufacturer’s views and 
S. N. Nectow, president of A. C. 
Lawrence Leather Company, will ap- 
praise industry trends. Chairmen of 
leather industry divisions will report 
on the business climate in their 
groups. 

A raw material clinic will open 
the convention Wednesday, October 
21, at 2 p.m. The subject: the 
change in raw material standards 
developing from new methods of 
curing raw stock. 
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‘Fair to Good’ Business Reported: 


Attendance Doubles at Miami Show 


Some 800 buyers attended the 
second Miami Beach showing. 
Buying was most active in wo- 
men’s lines, which comprised the 
major share of the exhibitors. 


MIAMI BEACH, FLA.—Some 261 
exhibitors played host to an esti- 
mated 800 shoe retailers and buyers 
at the second annual Miami Beach 
Shoe Show, September 26-30 at the 
Deauville Hotel here. 

Exhibitors reported buying at the 
show fair to good. The large share 
of the exhibitors consisted of wo- 
men’s style lines, with emphasis on 
medium to better grades. Few low- 
priced women’s lines were in evi- 
dence. The most active buying took 
place among the women’s lines. 

A relatively small percentage of 
children’s and men’s lines were 
among the exhibitors. Buying was 
not as active among these groups as 
with the women’s lines, except in the 
case of casuals and dressy types. 
Basics in men’s and children’s lines 
received a “will-buy-later’” recep- 
tion in most cases. 


Distant Points Represented 


While buyers came chiefly from a 
surrounding six-state area, a num- 
ber of large retailers (chains, inde- 
pendents, department stores) came 
from such far-flung places as the 
West Coast, Chicago, St. Louis, Bos- 
ton, New York and other distant 
points. Some admittedly were on a 
“scouting expedition” to take a first 
look at the fast-growing Miami 
Show, and also to get a preview of 
advance spring lines and _ resort- 
cruise footwear. 

Although the show opened on Sat- 
urday, the large share of registra- 
tion and buying took place through 
Sunday and early Monday. Both the 
number of buyer registrations and 
the number of exhibitors were more 
than double the level of 1958. 

In women’s fashion shoes, the 
lines were somewhere between 70 
and 90 per cent completed at the 
Miami Show. A typical comment 


from one St. Louis house: “We have 
most of our key shoes in the spring 
lines on hand here—enough to give 
us the buyer reactions we need and 
want before completing our lines 
for Chicago in October.” 

From the standpoint of the ex- 
hibitors the Miami Show, with its 
early dates, proved an important 





Runoff Election Slated 


For Miami Show Officers 


MIAMI BEACH, FLA. — Mem- 
bers of the Miami Beach Shoe 
Show thought they had elected their 
1959-60 officers during last month’s 
show. Then they checked the rule 
book. 

Results of the voting for presi- 
dent and vice-president were pro- 
tested on the grounds that the rules 
require a majority vote for election. 
Mike Harris had been declared re- 
elected president and Edward Gral- 
nick had been named VP, both by 
a plurality. Only Morris Segall, 
running for another term as treas- 
urer, gained the necessary major- 
ity. 

Directors were elected by plu- 
rality vote. For these posts no ma- 
jority is required. 

A runoff election will be held at 
a special membership meeting in 
Atlanta November 7, prior to the 
Southeastern Shoe Travelers’ spring 
showing. Opposing Mr. Harris for 
president is Jack Rauch, while Lyn- 
wood Conrad is running for re- 
election as vice-president vs. Mr. 
Gralnick. 





‘“pre-testing’” ground on _ spring 
lines. Actual buying, or interest ex- 
pressed by retailers, gave indication 
of which shoes will develop as the 
best-sellers for the spring season. 
However, as one exhibitor stated, 
“we have to measure this reaction 
or buying cautiously, because local 
interest in certain items doesn’t al- 
ways develop into national interest 
(CONTINUED ON PAGE 32) 
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Price, Import Problems Spur Attendance at Montreal 


Record numbers of visitors in- 
spected the 235 exhibits at the an- 
nual Canadian Shoe and Leather 
Fair. About calfskin prices there 
was optimism. About imports, 
manufacturers asked the govern- 
ment to take action. 


By ESTELLE G. ANDERSON 


MONTREAL—The pressing prob- 
lems of prices and imports brought 
an unprecedented number of people, 
from all branches of the industry 
and from every province of Canada, 
to the Canadian Shoe and Leather 
Fair at the Sheraton-Mount Royal 
Hotel, October 3-8. 

There were more than 235 ex- 
hibits of men’s, women’s and chil- 
dren’s shoes as well as leather and 
allied products. At the end of the 
first day and a half, registration 
added up to more than 2500. The de- 
sire for open and frank discussion 
of the problems facing the industry 
—and seeking the easing and solu- 
tion of them—was the underlying 
reason for the seriousness of this 
year’s fair. 

Leather prices were the concern 
of everyone. Although calfskin prices 
had eased a bit, they were still about 
85 per cent higher than the low of 
a year and a half ago. However, 
some of the tanners indicated that 
calf prices could be brought down 
somewhat, into a price range for 
spring that would allow these skins 
to compete with most of the substi- 
tutes that have been sneaking in. 


Calf Market Improved 

There has been an improvement 
in the calf leather market in the 
past six weeks, it was acknowledged. 
The market reached a very high 
level because of a shortage of raw 
materials and because there was 
sufficient demand to continue to drive 
it up. Suddenly it reached a level 
where tanners found they could not 
maintain volume at the high prices. 
Tanners stayed out of the market 
for several months. Consequently 
there has been an accumulation of 
skins and a weakening in the price 
of raw materials. 
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There has been no actual change 
in the picture. Raw calfskin is still 
in short supply. However, there was 
a feeling here that manufacturers 
will approach the spring buying with 
calfskin prices that will afford them 
their historical markup. 

Most retailers said there had been 
little price resistance to the in- 
creased prices of fall shoes. The 
feeling was: “If retailers can mar- 
ket their spring shoes in and around 
the levels of this fall, there should 
be good volume next season.” 


Pin Toe Preferred 

Stylewise, there was a good deal 
of discussion about the pin toe, the 
needle toe, the square and oval. It 
was generally conceded that Cana- 
dian women prefer the pin toe last 
and the high, thin heels. They have 
been reluctant to relinquish these 
in favor of the oval or square toe. 

Mrs. Elizabeth Hammond, director 
of the Canadian Shoe Information 
Bureau, has emphasized, through 
publicity releases, fashion shows, 
TV and radio media, that the oval 
and square toe can have their best 
expression in daytime and tailored 
shoes, while the pin toe on the ex- 
extremely high heel is still fashion- 
right for evening. The opened up 
look—the open toe and sling back— 
is gradually coming into the fash- 
ion picture and it is expected that 
it will gain in acceptance as the 
spring season progresses into sum- 
mer. 

The number one color influence in 
women’s shoes for spring 1960 will 
be white. Chalky white will affect 
every color family. Colors will be 
softened down; they will have a 
powdery look, subdued, not garish. 
In men’s shoes the trend for fall 
has been to the entire family of 
true browns. For spring these are 
expected to lighten up somewhat. 

On the import situation, Charles 
Faure, executive vice-president of 
the Canadian Shoe Manufacturers 
Association, reported there had been 
sharp increases in imports of cer- 
tain categories of footwear—with a 
sharp impact on domestic produc- 
tion. 


Imports from the United King- 
dom increased about 331% per cent 
from 1955 to 1958, with a further 
increase of 30 per cent in the first 
four months of 1959. Imports of 
Japanese footwear rose to 272,000 
pairs for the first four months 
of 1959, compared with 77,000 for 
the same period a year ago. The 
bulk of the Japanese footwear con- 
sists of plastic-coated fabric shoes. 
These shoes are sold at a fraction 
of the Canadian manufacturers’ 
costs for comparable leather shoes. 

If allowed to continue, said the 
speaker, these imports could well 
displace completely an important 
segment of Canadian industry. 

A motion was made at the annual 
meeting of the Shoe Manufacturers 
Association to submit a three-point 
resolution to the Canadian govern- 
ment. The association asked the gov- 
ernment to “re-assess economic pol- 
icy” to encourage manufacturing 
growth and insure maximum em- 
ployment. Negotiations with Japan 
were urged in an effort to arrange 
a quota for footwear coming into 
Canada from that country. In addi- 
tion the resolution asked for a re- 
view of the shoe import situation in 
regard to other countries—particu- 
larly in the case of men’s dress shoes 
from the United Kingdom and Italy. 


Promotion Themes Urged 

Irving R. Glass, executive vice- 
president of the Tanners’ Council of 
America, spoke at the Shoe Fair 
breakfast on October 5. He indicated 
that there is a definite need for pro- 
motion in the industry. However, it 
must be promotion with a purpose. 
“To help sell merchandise prof- 
itably,” he said, the industry should 
act periodically and seasonally on 
clear-cut merchandising themes... 
“In a mass market, such as the 
shoe industry, the absence of strong, 
uniform dominating merchandising 
themes can only leave discord. Mul- 
tiplicity of appeals frustrates the 
consumer. Instead of being presented 
with the conviction and authority 
built up by the dominating themes, 
the consumer is faced with a multi- 
(CONTINUED ON PAGE 32) 
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New Shoe Fair Committee to Speak 
For Industry to the Consumer Press 


CHICAGO—A 31-member “press committee” of 
leading shoe industry executives and fashion au- 
thorities will serve as spokesmen to the nation’s 
press during the National Shoe Fair here. Members 
will be available for interviews. 

Shoe Fair officials say the new service is intended 
to provide the press with “authoritative sources of 
contact during the fair’ and to insure “greater ac- 
curacy of news stories emerging from the fair” 
about shoes and the shoe industry. Four committee 
units have been set up: one dealing with shoe busi- 
ness in general and the others with women’s, men’s 
and children’s footwear fashions. 

The Shoe Fair press room will make all arrange- 
ments for interviews. In addition, press informa- 
tion kits containing photos and releases are being 
made available there. 


Atlanta Florsheim Unit Adds Barber 
Shop as Traffic-Building Experiment 


ATLANTA—A barber shop opens this week in- 
side the Florsheim store in downtown Atlanta. The 
installation, believed the first of its kind for men 
in the U. S., is an experiment to test the traffic- 
pulling power of the idea. 

The store has remodeled a portion of its stockroom 
to create the atmosphere of an old-time barber shop, 
circa 1890. The two barber chairs as well as the 
chairs where customers will await their turn are all 
antiques. The walls have been painted and papered 
in an 1890 motif. Staffing the shop will be two well 
known local barbers. 

Customers seeking a haircut must pass through 
the front of the store. Florsheim officials naturally 
hope they’ll pause on the way to look at the shoe 
styles. 

If the plan works in Atlanta, similar installations 
may be made in other stores. 


Independent Group Says Men’s Shoe 
Industry Lacks Strong Sales Program 


NEW YORK—Lack of an effective sales program 
is causing the men’s shoe industry to lag behind other 
segments of the industry as well as other consumer 
goods fields, Independent Shoemen has charged. 

In the latest issue of its “Operational Know- 
How” educational series, I. S. says that men’s shoe 
pairage today is less than that of over a decade ago. 

“We hear constantly that the male is impervious 
to style—that he hates to shop and that he comes 
last on the family clothing budget list,” remarks 
Frank T. Underhill, executive director of I. S. “But 
over the past five years the men’s clothing industry 
has proved otherwise and has made the male acutely 
style-conscious through a planned merchandising 
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and sales program. It’s time the men’s shoe industry 
threw off its ancient concepts and worked out its 
own selling program.” 

Mr. Underhill said his group is working on a na- 
tional men’s shoe sales program, which it will shortly 
offer the industry. Meanwhile the organization has 
developed a supplementary program for independent 
men’s shoe retailers, based on what I. S. terms “style 
and function.” 


PPSSA Heads Query Retail Officials 
About How They Utilize the Shows 


NEW YORK—Officials of the Popular Price Shoe 
Show of America are surveying retail shoe execu- 
tives to determine how each utilizes the semi-an- 
nual PPSSA. Queries are being directed to top of- 
ficers of shoe chain stores, discount departments, 
highway stores and shoe divisions of department and 
specialty stores. 

The survey is being made in connection with the 
coming PPSSA, November 29 to December 3. Ques- 
tions deal with the show’s fashion aspects, its tim- 
ing, scope and manner of presentation, its value for 
specialized as well as mass buying, and its special 
events. In addition, suggestions are sought about 
additional services the show might render. 


75 Spring and Summer Lines Expected 


At MASTA Show in Phila., Nov. 8 to 10 


PHILADELPHIA—Some 75 lines will exhibit 
their spring and summer styles at the MASTA Shoe 
Show, November 8-10 in the Benjamin Franklin 
Hotel here. The show is sponsored by the Middle 
Atlantic Shoe Travelers Association, Inc., but non- 
member firms are eligible to exhibit. 

Jack Weisman, president of the association, said 
the event is being “timed for maximum ‘open-to-buy’ 
activity.” Retailers from Pennsylvania, Delaware, 
New Jersey, Maryland and the District of Columbia 
are expected to attend. 

Serving with Mr. Weisman on the show committee 
are Joe Bannak, Leo Boodis, Albert Judelle, Anthony 
Mirra, Walter Palmer and Martin Stein. 


Women’s Divisions at Brown ‘Adjust’ 


Prices but Stay Within Same Ranges 


ST. LOUIS — Brown Shoe Company has an- 
nounced “minor adjustments” for its women’s divi- 
sions’ price lists. Louis J. Schaefer, vice-president 
in charge of sales, said, however, that the women’s 
divisions are staying within their present price 
ranges. 

Air Step and Naturalizer brands are still priced 
to retail from $8.99 to $14.99. Smartaire division’s 
suggested prices range from $5.99 to $9.99, with 
Life Stride and Risque lines priced to retail from 
$6.99 to $12.99. 
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Northern Volume Buyers Hold Off: 
Price Uncertainty Evident at Boston 


The number of exhibitors at the 
NESLA Advance Market Week 
set a record. How lower hide 
prices will affect footwear prices, 
was the question in many minds. 


By OWEN THOMAS 


BOSTON -— Three main develop- 
ments marked the Advance Spring 
Shoe Market Week held here under 
the sponsorship of the New En- 
gland Shoe and Leather Associa- 
tion, two weeks ago: 

© Lighter than normal reorders 
on fall merchandise because of the 
lateness of the season in opening at 
retail. 

® Fair to heavy buying of foot- 
wear designed for Christmas sell- 
ing. This included fabric and 
leather slippers, cowboy boots and 
casual booties in a wide range of 
colors. 

® Some solid buying of early 
spring lines, particularly by whole- 
salers and smaller chains operating 
in the South and Southwest. Many 
of the larger chains and most of 
the mail order houses were reliably 
reported to have completed their 
initial buys prior to the opening of 
the show, specifying November and 
December deliveries. 


Hides Down, Hope Seen 


Volume buyers representing out- 
lets in the North and Northwest 


held off, first because they can ac- 
cept later deliveries and, second, be- 
cause they hoped that the recent de- 
cline in the price of hides might be 
translated into slightly lower shoe 
prices. 

This question of price colored the 
thinking of many exhibitors and all 
buyers. The consensus, however, 
was that it will be 30 to 60 days be- 
fore the industry will know whether 
shoe prices will again go up or 
whether there will be a general, al- 
though slight, price drop. 


Some Quote Unchanged Prices 

It was noted, however, that ex- 
hibitors whose leather requirements 
are already covered were quoting 
prices unchanged from those which 
had prevailed for the last 30 days. 

Firm orders for men’s casuals, 
women’s dress shoes and children’s 
footwear were placed at current 
price levels. These were for styles 
expected to be good during the early 
spring prior to Easter. Sampling of 
merchandise for later selling was 
reported to have been “reasonably 
heavy.” Business in men’s dress 
shoes was quiet. 

In at least one respect this show 
set a new record. The number of 
exhibitors showing in the two ho- 
tels—the Statler Hilton and Shera- 
ton Plaza—was the largest in the 
history of this non-profit, industry- 
wide promotion. 





Shoes Associated to Meet in 


DENVER — The semi - annual 
meeting of Shoes Associated, an or- 
ganization of retailers, will be held 
October 22, 23 and 24 at the Shera- 
ton-Blackstone Hotel, Chicago, pre- 
ceding the National Shoe Fair. 
Harry E. Fontius, Jr., Denver, pres- 
ident of Shoe Associated, has an- 
nounced details. 

In addition to a speaker, there will 
be a general discussion of business 
conditions and trends, and informa- 
tion on shoe buying and merchandis- 
ing will be exchanged. Among the 
companies to be represented besides 
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Chicago October 22 to 24 


Fontius Shoe Company, Denver, will 
be Hofheimer’s, Norfolk, Va.; Wil- 
liam Hahn & Company, Washington, 
D. C.; Volk Bros., Dallas; N. Hess 
& Sons, Baltimore; Potter’s, Cincin- 
nati, O.; Imperial of New Orleans; 
Nordstrom’s, Seattle, Wash., and 
Wetherhold & Metzger, Allentown 
and Reading, Pa. 

Mrs. Dorothea Warren, executive 
vice-president of the organization 
with offices in New York City, will 
return from Europe in time for the 
three-day session, Mr. Fontius an- 
nounced. 


Thayer McNeil Adds 


5th Boston Area Unit 


BOSTON—Boston’s newest shoe 
store, a branch of the Thayer Mc- 
Neil Company, has opened at 350 
Boylston St. in the city’s Back Bay 
section. 

This brings to five the number of 
stores operated by the company. 
The main store is at 47 Temple 
Place in the downtown shopping 
district, and other branches are in 
Wellesley and Cohasset, Mass., and 
Providence, R. I. 

While both men’s and women’s 
shoes are carried, it is in the selec- 
tion of styles for the latter that a 
new note has been introduced: fash- 
ionable shoes carrying heels lower 
than those usually associated with 
high-style footwear. Highest heel 
in stock is 18/8. 

Women’s lines include Bally of 
Switzerland, Fontana and Magli of 
Italy, Foot Saver, Hill and Dale, 
Florsheim, Vitality, Rhythm Step, 
Clinic, Penaljo, Maine-Aires and 
Daniel Green. The Edwin Clapp, 
Florsheim and Winthrop lines are 
carried for men. 

The recessed store entrance is 50 
feet wide with three display win- 
dows. 

Men’s shoes and women’s fashion 
accessories occupy the front of the 
store on the street level. The wo- 
men’s shoe department is reached 
by a flight of red-carpeted stairs 
which are almost the full width of 
the store. Chairs are upholstered in 
red wool and gray velvet, forming a 
tasteful contrast with light blue 
walls broken up by white louvered 
doorways leading to the reserve 
stockrooms. 

Unusual antiques such as apothe- 
cary cabinets serve as display 
pieces. The store front is slate gray 
with white trim. 


Sommers Takes Atlanta Post 


ATLANTA — Stewart Sommers, 
formerly of Saks 34th St., New 
York, and J. Thorpe, New York, has 
taken over the management of the 
shoe departments of Davison-Paxon 
department store in Atlanta. He 
succeeds Louis Zipkin, who has taken 
a position as shoe merchandise man- 
ager and buyer for A. Harris of Dal- 
las. Davison-Paxon is an affiliate 
of Macy’s. 
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Delman Executive VP 


Alan Ornsteen, who has been appointed 
executive vice-president of Delman and 
Christian Dior Shoes, New York. Rubin 
Adler, president, said Mr. Ornsteen will 
head Delman wholesale sales. He was 
formerly vice-president and general 
merchandise manager, in charge of sales, 
at Mannequin Shoes. 





All-Weather Drapes Attract 
Shoppers at Phila. I. Miller 


PHILADELPHIA—A new I. Mil- 
ler shoe salon has been opened at 
1712 Chestnut St. in the heart of 
the downtown shoe retailing area. 


An outstanding feature of the 
new salon is the exterior all- 
weather drapes which have proved 
a major attraction to passersby. 

Windows are treated with valences 
and beige-and-white striped drapes. 
Women pedestrians particularly are 
attracted by the drapes, then turn 
their attention to the windows. 

The new salon itself is pleasing 
to the eye. Five revolving brass dis- 
play fixtures are recessed in illumi- 
nated alcoves. Illuminated shadow- 
boxes, cut into the walls, are framed 
with antique-finished picture frames. 

The Philadelphia salon is roomy; 
its 6000 square feet of space has 
seating capacity for 50 people. The 
stock area holds 15,000 pairs. 

The wall coloring is I. Miller’s 
beige and white. Wall-to-wall car- 
peting has been especially woven and 
dyed for the new store in pale 
mauve. Contemporary sofas are co- 
ordinated with other furniture of 
Italian Provincial design. 

The I. Miller Boutique is a shop- 
within-a-shop where handbags, 
stockings and umbrellas are pre- 
sented in color blends that comple- 
ment the shoes. 
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New Firm Will Lease 


FREDERICKSBURG, VA.—A 
plan to lease shoes to retailers, 
rather than selling them outright, 
has been introduced by a new com- 
pany called Shoe Lease, Inc., a sub- 
sidiary of Virginia Shoe Company, 
here. 

This radical departure from con- 
ventional manufacturer - to - retailer 
selling is designed primarily to as- 
sist smaller and independent shoe 
retailers lacking capital to maintain 
lines, styles or sizes at full-stock 
level. Shoe Lease officials state, how- 
ever, that this is not so much a 
financing program as an inventory 
and selling aid program for retail- 
ers. 

Says one company official: “Many 
smaller retailers, often lacking funds 
to maintain a complete stock of 
sizes in basic shoes, lose an appre- 
ciable percentage of sales due to 
lack of wanted styles and sizes. Our 
plan eliminates or reduces this prob- 
lem.” 


How Plan Operates 


The Shoe Lease plan 
this way: 

The retailer signs a three-year 
agreement with Shoe Lease. He 
may sign for a shorter time, but 
then he would pay a higher “renta] 
fee.” The fee amounts to about 
three per cent of the wholesale cost 
of the shoes. 

Under this arrangement the re- 
tailer leases a certain quota of 
shoes. Depending upon his sales per- 
formance he can lease above the 
quota. The shoes come from an in- 
stock line comprised mostly of basic 
types. These shoes, though now 
part of the retailer’s inventory, are 
actually the property of Shoe Lease 
and not the retailer. 

As the shoes are sold in the store, 
the retailer repays Shoe Lease for 
the number of pairs sold, at the 
regular wholesale price, plus the 
monthly rental fee. The prices of 
shoes going to retailers under the 
lease plan are the same as for those 
going to retailers not operating un- 
der the plan—except for the rental 
fee. 

Thus a shoe ordinarily wholesal- 
ing for $4.20 would cost the lease- 
plan retailer about $4.33 (that is, 
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$4.20 plus 12.6 cents at the three 
per cent rental fee). 

An important part of the ar- 
rangement requires that the retailer 
fill in on sizes and styles as quickly 
as the shoes are sold. 

If the retailer wishes to termi- 
nate the lease with due notice, he 
may return the remaining leased 
shoes in stock without any credit 
loss from the original price of the 
shoe. His “penalty” for terminating 
the lease prior to the termination 
date amounts to a share of the 
monthly or yearly rental fee. 

The Shoe Lease plan is starting 
with children’s shoes—the “Play 
Poise” line by Virginia Shoe Com- 
pany. However, the lease-plan re- 
tailer may arrange, through Shoe 
Lease, to add other lines or brands 
on the same leasing plan. The plan 
hasn’t yet extended to this point, 
but this is an objective. 

Shoe Lease, Inc., is currently 
capitalized at $100,000 but is re- 
ported to have additional and ample 
bank support to supplement the cap- 
italization. 

The shoe-leasing plan was placed 
on a test basis with seven retailers, 
beginning last July. According to 
Shoe Lease officials these retailers 
have shown an average sales in- 
crease of 20 per cent in the lines 
provided under the plan. 


400 Lines Signed for Atlanta 
Spring Show November 8-11 

ATLANTA — Advance registra- 
tions for exhibit space and hotel fa- 
cilities at the Spring Shoe Show 
here indicate that attendance will be 
as great or greater than at any pre- 
vious show. The show will be held 
November 8-11 at four hotels. 

According to Mrs. Ruth Whatley, 
the fall show drew the biggest at- 
tendance in several years because of 
pending price increases. 

This time more than 400 lines 
have already indicated they will ex- 
hibit, Mrs. Whatley disclosed. The 
annual election will be conducted 
during the show. 

As usual the show will feature a 
smorgasbord and dance, Tuesday 
night, November 10. 
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Allied Show Forecast for Fall ’60: 
Modified Mandolin Toe Seen Replacing Needle 


NEW YORK—tThe single-needle 
toe will move into “a definite de- 
cline” by fall 1960—although it will 
remain supreme in the coming spring 
season. This is the forecast of Jo- 
seph Hendrick, chairman of the 
Style Advisory Committee on Lasts 
for the Allied Shoe Products Show. 

“Women’s high-heel fashion shoes 
for fall ’60 will be highlighted by 
the full emergence of the modified, 
rounded Mandolin toe,” Mr. Hen- 
drick said. He is vice-president in 
charge of the last division of Vul- 
can Corporation, Cincinnati, O. 

The single-needle, he said, will 
give way to a “very fine, shorter 
vamp with a narrow, rounder toe.” 
This will make women’s feet look 
smaller but will also allow more toe 
room than in needle toes, Mr. Hen- 
drick explained. 

The original Mandolin toe was 
semi-square, according to the style 
committee report. Advance demand, 
however, calls for a modified version 
of this with more roundness to the 
toe. The Mandolin toe for fall ’60 
will be higher, though narrow and 
slightly rounded, with a small, deli- 
cate wall around the toe. The toe 
itself is about the width of a dime 
and is shaped like a mandolin. 


Oval Toe in Lower Heels 


In the lower heel ranges around 
18/8, the oval toe is viewed as the 
leader for fall of next year. The 
oval toe is described as a bit flatter 
and rounder than the Mandolin. 

Both the Mandolin and oval will 
be made in closed and open toes. 
These types will be prominent in 
the 14/8 and 16/8 heel heights and, 
it is said, will create handsome, tail- 
ored walking shoes. According to 
the style committee report, fall 1960 
shoes will offer many more open toes 
and heels than in the recent past. 

Also in this heel classification— 
and said to be gaining rapidly—is 
a fine, narrow, square receding toe 
that is especially popular in high- 
grade footwear. 

New in the field of low or flattie 
heels is the thin square toe, which 
will be a running mate with the 
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pointed toe in this category. While 
the pointed toe was the last to enter 
the low-heel field, it is expected to 
stay popular there longer. 

Summed up Mr. Hendrick, “For 
next year’s fall shoes we can expect 
some truly major innovations in 
lasts.” 

Many of the new lasts, he said, 
will be unveiled at the Allied Prod- 
ucts Show December 15-18 at the 
New York Trade Show Building. 
Dates of the show have been ad- 
vanced two months as part of a gen- 
eral shifting of supply show timing. 

The style forecast on shoe lasts 
is the first of a series to be issued 
in advance of the show. Each will 
cover a different phase of footwear 
construction. 
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Popularity of Boots to Spur 
Varied Ornament Treatments 


AN EXPECTED boom in boots 
during the fall and winter of 1960 
will lead to a “dazzling array” of 
footwear ornament treatments, ac- 
cording to the Allied Products 
Shew’s Style Advisory Committee 
on Shoe Ornaments. 

“There has never been such an ac- 
centuated need and demand for va- 
riations in buckles, buttons and nov- 
elty closures in shoe ornaments as 
has been brought on by the boot 
boom,” says committee chairman 
Larry Albiniano. He is general man- 
ager of F. Ronci Company, Inc. 

“Ingenious designing,” he says, 
“has given us boots ranging from 
high-style to casual. Boots not only 
require functional fastenings, but 
because they consist of ‘more shoe’ 
they require more decorative ef- 
fects to create a good balance be- 
tween function and design.” 

In women’s shoes for fall ’60, all 
ornamental closings from _ rhine- 
stones to ornate brass will be prom- 
inent, the committee says. Trims 
will be light and somewhat flexible 
to go with bows and vamp treat- 
ments. Buckles will continue to be 
simple and subdued. 

Men’s shoes will be accentuated 
more by masculine buckles in bronze 


and gunmetal finishes, along with D- 
rings and metal ends in gold. 

Children’s shoes will use scaled- 
down or modified versions of adult- 
styled ornaments, in addition to nov- 
elties such as small bows with very 
small center ornaments. Swivel and 
T-strap buckles will continue their 
popular run. 


Teenagers Like Ornaments 


Teenagers are wearing casuals for 
everything, and are strongly in fa- 
vor of more ornaments, fancy stitch- 
ing, ties, ornamental tassels and 
coins. Fringed bows laced through 
various shapes of buckles will trim 
the vamps; one and two-eyelet cas- 
uals will continue popular. 

Shoes in general will have more 
emphatic vamp trimming detail, ac- 
cording to the committee. Ornaments 
will continue to be the integral part 
of the shoe and will also solve the 
foreground in accentuating stitched 
patterns and overlays. Classic bows 
and ties, shoe lacing and goring will 
have the finished look by adding 
metal or rhinestone clip ends. 


William Solar Back at Compo 
As VP for Sales Promotion 


WALTHAM, MASS. — William 
Solar, who recently resigned as vice- 
president in charge of sales for the 
Citations line of 
women’s shoes 
made by the Som- 
ersworth Shoe 
Company, has been 
elected vice-presi- 
dent - sales promo- 
tion of Compo Shoe 
Machinery Corpo- 
ration. 

The appointment 
marks the return 
of Mr. Solar to 
Compo. He was at one time a vice- 
president of the company, and he 
was associated with Compo in a 
sales capacity for 25 years. He left 
in 1954 to enter the shoe manufac- 
turing field. 

“Having spent the last five years 
in shoe manufacturing and merchan- 
dising,” Mr. Solar said, “I believe 
that I have had an excellent oppor- 
tunity to increase my understand- 
ing of the problems facing shoe 
manufacturers, and the aid that 
Compo as a machinery company can 
provide in solving such problems.” 


WILLIAM SOLAR 
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Anti-Mine Boot for Marines 


Headlines 





Larger Booths Planned for Leather Show 


NEW YORK — Larger exhibition 
booths, each with a private confer- 
ence area, will be a feature of the 


staffs need more time to plan, pro- 
duce and promote in depth. The new 
show dates will give shoemen addi- 


Armored boot, designed to minimize in- 
juries to infantrymen from anti-personnel 
mines, is being considered for adoption 
throughout U.S. Marine Corps. The boot, 
shown in this Marine Corps photo, was 
designed by Naval Medical Field Re- 
search Laboratory at Camp Lejeune, 
N. C., Marine base. Construction data 
has not been made public. 





Henry Rand to Get St. Louis 
‘Shoe Man of Year’ Award 


ST. LOUIS—Henry H. Rand, 
president of International Shoe 
Company, will be presented with the 
Mark A. Edison Award as “Shoe 
Man of the Year” in the St. Louis 
area for 1959. He will be honored 
at the annual 210 Associates, Inc., 
dinner dance, October 22 in the 
Khorassan Room of the Chase Hotel. 

The winner is chosen not only 
for his achievement in the shoe and 
leather industry but also for his 
contribution to humanitarian and 
civic projects. 


Shoe Union Gives $10.000 
Toward Steelworkers’ Fund 


BOSTON—The Boot and Shoe 
Workers’ Union, AFL-CIO, an- 
nounced it has contributed $10,000 
to the United Steelworkers’ strike 
fund. In addition the union asked 
each of its members to contribute 
one hour’s wages a month for the 
duration of the steel strike. 

John J. Mara, president of the 
shoe union, said, “The things we 
stand for are the very same things 
for which 500,000 steel workers 
have been on strike for the last 
three months.” 
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Tanners’ Coun- 
cil Leather 
Show December 
17-18 at the 
Statler Hilton 
Hotel here. 
Leather colors, 





textures and 
treatments for 
fall 1960 will be 
shown. 

The newly de- 
signed booths 
will be at least 
a third larger 
than those used 
in previous 
years. Modern 
paneling will 
line three sides 
of each booth, 
permitting the 
mounting of 
leathers to give 
buyers easy ac- Sf 
cess to all skins 
on display. 

The Leather 
Show will be 
one of the first 
trade shows to use the expanded, 
redecorated ballroom area at the 
Statler Hilton. According to the 
Tanners’ Council of America, the 
new site offers 50 per cent more 
space than the show had at its dis- 
posal in past years at the Waldorf- 
Astoria. 

Timing of the show was advanced 
two months in a joint move with the 
Allied Shoe Products Show to give 
shoe manufacturers more “lead 
time.” Similarly, spring 1961 lines 
will be shown in June rather than 
August as in former years. 

“The earlier dates will make this 
a more vital market than ever be- 
fore for manufacturers, retailers, 
stylists and production executives in 
the shoe industry,” declared a TCA 
spokesman. 

Noting that current shoe output 
is at the rate of 630 million pairs a 
year, Irving Glass, executive vice- 
president of the Tanners’ Council, 
said shoe stylists and production 


More room, more privacy is objective of new exhibition 
booths for Leather Show. There are private conference 
areas (rear) and modern pegboard paneling to facilitate 
inspection of skins by buyers attending the show. The 
Leather Show is moving to the Statler Hilton Hotel. 


tional time for more profitable op- 
eration, he said. 


Eames Shoe, New Haverhill 
Firm, to Make Novelty Line 

HAVERHILL, MASS. — A new 
firm, the Eames Shoe Company, has 
been organized here to manufacture 
women’s novelty shoes selling in the 
medium price range. President and 
treasurer is Samuel Schoenfeld of 
New York City. His brother, Manus, 
is general manager. 

The company has leased about 12,- 
500 square feet in the Hayes Build- 
ing. When full production is reached, 
between 100 and 150 workers are to 
be employed. 

Manus Schoenfeld has been asso- 
ciated with several New England 
shoe companies, among them the 
Royce Shoe Corporation of Newmar- 
ket, N. H., and the Maranne Shoe 
Company and Unity Shoe Company, 
both of Haverhill. 
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Attendance Doubles at Miami Beach Show 


(CONTINUED FROM PAGE 25) 


where so many other geographical 
areas have different tastes, needs or 
wants in shoes.” 

Buyers from localities outside the 
southeastern area found the show 
important as a preview of spring 
and early spring lines, or of current 
resort shoes that will become sum- 
mer shoes for next year. An appre- 
ciable amount of sample-order pur- 
chasing was done by chains and de- 
partment stores on certain items, 
though not on complete lines. 

Resort-cruise shoes found good 
buying action, but chiefly from buy- 
ers in the Florida resort areas. Nu- 
merous exhibitors have commented 
that resort shoe business in most 
northern stores has steadily dwin- 
dled because more and more of 
these shoes are being purchased by 
visitors directly in the resort city 
stores, where the selection is much 
greater. 


250 Hear Panel 
At a Monday breakfast and panel 
meeting three shoe manufacturers 
and two retailers were heard. An 
audience of about 250 participated, 
with questions presented from the 
floor. 


Among the queries presented and 
discussed were: 

Why doesn’t the shoe industry do 
a better job in national promotion 
of footwear? Are the dates of the 
Miami Show timely, and why? How 
important is the new open look in 
middle-of-the-road shoes? What 
can we expect to happen in shoe 
prices over the next year? 

Is the trend toward acquisition of 
retail shoe stores by the large shoe 
manufacturers having genuinely se- 
rious effect on the average indepen- 
dent shoe retailer? Are manufac- 
turers improving the broken heel 
problem? What is fashion? 

What is the industry doing to in- 
crease per capita shoe consumption? 
What can the retailer do to get 
faster and better service on dam- 
aged shoes returned by the cus- 
tomer? What incentives can we of- 
fer young people to increase inter- 
est in shoe business as a career? 

The panel discussion and forum, 
which took a little over an hour, 
proved one of the highlights of the 
show. 

Official dates of the 1960 Miami 
Show have not yet been announced, 
but will be approximately the same 
as this year. 





Seattle Shoe Fair to Add Retailer Education Program 


SEATTLE—An innovation at the 
Seattle Spring Shoe Fair next month 
will be a continuous showing of 
educational and informational mate- 
rial of interest to retailers. The pro- 
gram will be presented from 1 to 
9 p.m. November 1 and 2, the first 
two days of the three-day show, at 
the New Washington Hotel. 

“Why the Shoe Fits” by the 
Brown Shoe Company, other movies 
and displays illustrating shoe manu- 
facture are planned. 

According to the sponsoring Pa- 
cific Northwest Shoe Travelers, Inc., 
some 175 representatives of leading 
manufacturers will display their 
lines in sample rooms at the New 
Washington and Stewart Hotels. 

The travelers’ group will meet 
Saturday, October 31, the day be- 
fore the show opens. Casper Lane 
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of Seattle, who represents American 
Girl shoes, will report on the Na- 
tional Shoe Travelers’ convention to 
be held in Chicago a week earlier. 
He will be a delegate. 

At a Monday morning breakfast, 
Ralston A. Derr of Juneau, Alaska, 
a former director of the Alaska Vis- 
itors’ Association, will speak. Wind- 
ing up the show will be a dinner at 
Seattle’s Norselander Restaurant. 

In charge of planning the conven- 
tion was Norman O’Neal of Port- 
land, Ore., a Freeman representative 
and president of the travelers. As- 
sisting was Harry E. McDonald of 
Bothell, Wash., a Genesco represen- 
tative and vice-president and gen- 
eral program chairman of PNWST. 
Also aiding in show planning was 
Neal Willson of Seattle, a Shicca 
representative. 


August Retail Shoe Prices 
5.6% Above Same Month °58 


WASHINGTON, D. C.— Ameri- 
cans had to pay 5.6 per cent more 
for their shoes in August than dur- 
ing the same month last year, the 
government’s Consumer Price Index 
showed. Shoe prices were up 1.6 
per cent from their July 1959 level, 
and 2.8 per cent above the May 1959 
level. 

Prices of consumer goods and ser- 
vices experienced a general decline 
of 0.1 per cent between July and 
August of this year. The 1.6 per 
cent increase in footwear prices dur- 
ing that period was a greater gain 
than for any other single item listed 
on the Bureau of Labor Statistics’ 
index. 


Attendance High at Montreal 
(CONTINUED FROM PAGE 26) 


plicity of choice; and that leads to 
indecision.” 

Canadian shoemen got a first-hand 
report on the aims and objectives of 
Independent Shoemen, U. S. trade 
group, from Frank Underhill, execu- 
tive director of I. S. He described 
the status of independents within 
the American shoe industry and the 
methods used by his group to insure 
their future. 

Following is the slate of new of- 
ficers elected by various Canadian 
groups for 1960: 

Paul A. Samson of J. E. Samson, 
Inc., president of the Canadian Shoe 
Manufacturers Association; Harold 
P. Davis of A. Davis & Son Ltd., 
president of the Tanners Associa- 
tion; Aaron Prazoff of Aaron Pra- 
zoff & Company, president of the 
Shoe Industry Suppliers Associa- 
tion; George Parent of the George 
Parent Shoe Company, president of 
the Canadian Shoe Retailers Associ- 
ation; and Raoul Lanthier, of Kings- 
bury Shoes Ltd., chairman of the 
1960 Shoe and Leather Fair. 


Josephi Starts Own Firm 


NEW YORK — James Josephi, 
who resigned recently from a posi- 
tion at Delman, Inc. as design di- 
rector and line builder, has gone 
into business for himself. He will 
provide services in designing, pat- 
tern and last development and line 
building. His office is at 136 East 
67th St. 
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MORE PROFIT FOR YOU IN 1960 WITH 





It’s a fact! You sell more when you have something 
new... something better to offer. Take a look 
at what Sun-Steps have to offer... 


THE NEW LAST (4 new pointed times... THE NEW COLORS —tnvrcdueing -Notnin. 


trimmer—with barefoot comfort and freedom. Colors” —the new neutrals . . . plus vibrant new colors. 


and color treatments. 


THE NEW BF VUES —Exciting new designs, as THEY’LL SEE THE NEW ADS- New full- 


the two shown here, will set a new pace in fashion for color ad campaign will show your customers the all-new 
casual shoes. Sun-Steps ... and lead them right to your door. 


YOU'LL SHOW NEW PROFITS . if you stock the new line-up of style—the all-new Sun-Step line. 


Made only in BEGoodrich ond Hood brands 
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Thehes only CHE 
StTacy-ADAMS 


ATIONAL SHOE FAIR 





he Palmer House - ROOMS 825-826 


STACY-ADAMS COMPANY 
Brockton 62, Massachusetts 





PERFECTLY BLENDED IN 


ROTOGRIP 


WHITE OXFORD SOLE 





Light weight microcellular 
construction assures true comfort and 
long lasting good looks. 


Be sure you sample ROTOGRIP — Bear- 
foot’s newest white oxford sole with the 
distinct, multi-purpose rib design. It’s 
the positive grip sole for your newest 
white oxford designs. Ideal for nurse’s 
white oxfords. 


EXHIBITING NATIONAL SHOE FAIR 
OCTOBER 25 THROUGH 29, 1959 
PALMER HOUSE, CHICAGO + BOOTHS 73-74 


A trusted name on shoe bottoms since 1924 


THE BEARFOOT SOLE COMPANY, INC. 
WADSWORTH, OHIO 


BOSTON: 210 Lincoln Street, H. T. Fogg, Manager « MILWAUKEE: 1931 S. Allis, Atkinson Sales Co., Inc. 
ST. LOUIS: 1602 Locust Street, D. W. Murray, Manager e¢ GLENSIDE, PA.: 124 S. Easton Road, R. L. Stiles & Co. 
NEW YORK: 225 West 34th Street, Homer Bear 





@ Lively consumer buying indicates a strong October-De- 
cember period except in areas affected by the steel strike. 


@ New Senate bill outlines plan to regulate foot- 
wear tariffs on basis of foreign wages and 
working conditions. 

@ In spite of the heavy sales of cheap chemical 
shoes in Japan, there is still a brisk demand 
for leather footwear. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Lively demand for new homes and new cars is injecting strength into 
the business picture. Also, retail sales have emerged from their late-summer 
slump and—nationwide—are putting new zip into cash registers. 

Bleak spots are caused by the steel strike, of course. Unemployment is 
now spreading to industries directly related to steel production. Consumer 
spending in steelmaking areas is at a low ebb. 

A strong October-December period is still a good bet, despite the strike 
and its blanching effects upon sections of the U. S. economy. There is every 
reason to believe the economy will show strong resiliency and will bounce 
back after the strike ends. 

What’s ahead: Some Washington economists fear privately that the present 
boom will “top out” when the effects of tight money and more expensive 
credit begin to slow both industrial expansion and consumer spending. The 
next several months will tell the story. 


Next year, the Senate will examine a plan to increase tariffs on foreign 
footwear and other goods produced by low-wage labor. 

Such a plan is outlined in a new bill introduced by Senators Keating 
(New York Republican), Dodd (Connecticut Democrat), Beall (Maryland 
Republican), and Scott (Pennsylvania Republican). 

Senator Keating, the first sponsor, says the bill will “establish the principle 
in law that the differential in wages and working conditions between this 
nation and a foreign competitor should be taken into account in America’s 
foreign trade regulations and policies.” 

Under the Keating plan, the U. S. Secretary of Labor must study com- 
plaints about low-wage competition abroad and must recommend increased 
tariffs to offset these low-wage advantages. However, the President would 
be authorized to veto any recommendations of his Secretary of Labor. 

The Keating plan is frankly at odds with the so-called reciprocal trade 
plan, by which the United States is committed to a policy of tariff reduction 
over the years. Because of this contradiction, the plan will no doubt be op- 
posed by the U. S. State Department regardless of which political party controls 
the White House after 1960. 


The Japanese hide trade is seeking to improve the curing and treating 
of hides. A group of Japanese hide executives discussed new developments 
in hide-treating in a meeting here with government officials in mid-September. 

Total production of leather footwear in Japan is only 27 million pairs 
a year, members of the Japanese delegation pointed out. But there is a 
need for better quality hides, so as to compete with the rapidly-rising produc- 
tion of so-called “chemical shoes.” 

Leather shoes are by no means being pushed off the market by plastic 
shoes, according to Kazutaka Shimizu, managing director of Pacific Overseas, 
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® Federal Trade Commission may not tell Cong- 
ress all it has learned in the investigation of 
shoe marketing. 

® Retailers and wholesalers selling imported 


Report from 


WASHINGTON moncanin piace of origin 





Inc., of Tokyo, a member of the visiting delegation. Wear-satisfaction is 
not the same, he pointed out. Purchasers of chemical (plastic) shoes find 
them less satisfying than leather, due to the lack of “breathing” qualities, 
as well as appearance. Hence, there is still a brisk demand for leather footwear 
in Japan, he stated. 

There are 30,521 manufacturers of leather footwear in Japan, according 
to Mr. Shimizu, turning out 27 million pairs a year. Of this number of manu- 
facturers, 30,197 produce 9.7 million men’s shoes. The remaining 288 manu- 
facturers produce 16.7 million women’s shoes. Thirty manufacturers produce 


807.588 children’s shoes. 


Shoe labeling received another set-back when the Federal Trade Com- 
mission said it wasn’t sure it would tell the Congress all it knew about shoe 
marketing. 

Rep. Charles O. Porter (Oregon Democrat), the leading spokesman for 
a federal shoe labeling law, asked the FTC to tell him what FTC investigators 
had learned in their close look at shoe marketing practices. 

Chairman Earl W. Kintner of the FTC replied to Mr. Porter’s request 
for data by saying the FTC would comply with Mr. Porter’s request “insofar 
as practicable.” (In other words, we may not tell you all we know.) 

Mr. Porter is not satisfied with the Kintner response, but he is not chal- 
lenging it at this time. He prefers to hold his fire until next year. 

He infers that if the FTC is not more cooperative next year—when a 
congressional committee may hold hearings on shoe labeling—he will remind 
that enforcement agency of its duties and responsibilities to the Congress 
and will insist upon a report on the shoe investigation. 


Merchants can be held legally liable for unmarked or unbranded imports, 
under the provisions of a bill now awaiting congressional action in 1960. 

Legislation sponsored by Rep. A. S. Herlong (Florida Democrat) and 
now awaiting debate and vote in the House of Representatives, makes mer- 
chants fully responsible for informing buyers of the foreign origin of mer- 
chandise. 

Importers are relieved of all such responsibility. 

Thus a retailer or wholesaler selling imported articles and ignorant of 
the place of origin of the goods, is fully liable for arrest for selling improperly 


marked goods. 


The Federal Trade Commission serves notice that it is taking a sharp 
look at the practice of granting advertising allowances. 

Unless such allowances are made on equal terms to all customers, they’re 
illegal. The FTC says it is concerned that the granting of discriminatory 
allowances may be getting out of hand. In late September, there were 68 such 
cases pending before the FTC—enough to make the government’s antimonopoly 
lawyers suspect that the practice of granting special allowances to certain 
customers is ripe for a major crackdown. 


Many retail stores, large and small, are likely to be using provisions of 
the new labor reform law passed by Congress this year. 
(CONTINUED ON PAGE 89) 





Boot and Shoe Recorder 





ICE TINTS 
Orange Ice 
Lemon Ice 

Lime Ice 


Grape Ice 
Raspberry Ice 
Blue Ice 


Malted Milk 
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casual leathers for spring & summer 





Sylka- Desertan 


lee Tints 


by General 


Muted pastels are big for Spring! General's soft, sueded Desertan 
leathers have captured this exciting Spring look in ICE TINTS — an 
intriguing group of smartly pale pastels including Malted Milk (bone), 
new Citrus Fruits (orange, lemon, lime) and other popular tints for 
men’s and women’s casuals. Send for special ICE TINT swatchbook 
or sample skins. Spring 1960 swatchbooks of regular Desertan and 
Sylka colors also available. 


*| 
€renerat Split Corp. Pye ott 
730 West Virginia St. Milwaukee, Wisconsin 5 
World’s largest producers of Split Leathers 
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BANISTER 


The choice of gentlemen since 1845 











DISPLAYS 


EXCEPTIONAL QUALITIES 


in an impressive array of up-to-the-minute footwear fashions designed 


to appeal to the man who prefers an exclusive custom-made character of 


styling and shoemaking . . . and is prepared to pay for it. See them at 
The National Shoe Fair 
ROOM 731 * PALMER HOUSE 


* 


BANISTER 


114 years of most illustrious shoemaking achievement 


JAMES A. BANISTER COMPANY, SOUTH WEYMOUTH 90, MASSACHUSETTS 


(RETAILING FROM $27.50 TO $75.00, SLIGHTLY HIGHER DENVER, WEST) 
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Reproduction of actual photograph 
taken in 1893 


Tt all began 
75 years 
ago 


In the year 1885 a young man named Ezra H. Stetson 
packed his trunk in South Weymouth, Mass. and took to the 
road with the first sample line of Stetson footwear for men. 

Early in its history Stetson determined its policy ... to 
make the finest shoe possible from the best materials avail- 
able. Never once, in all the years since, has Stetson varied 
from that goal. Now, seventy-five years later, Stetson can 
honestly say that its name commands the highest respect 
among retailers and consumers as synonymous with foot- 
wear excellence second to none. 

Manufacturing ideals, however, mean little without mer- 
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chandising ideas to support them. By a successful “mix” of 
the two Stetson has survived and thrived — while maintain- 
ing its own independence and distinctive character as a 
company. 

Stetson, now starting its second 75 years, pledges that it 
will continue to provide its long established exclusive qual- 
ity of service and product which have no true duplicate in 
the field. Because of this Stetson will, as always, offer a 
unique opportunity for profitable selling. We invite all 
quality minded retailers to sparkle with Stetson in 1960 — 
our Diamond Jubilee year. 


Visit Stetson’s unique 
DIAMOND ANNIVERSARY DISPLAY 


Room 732— Palmer House 
National Shoe Fair 


The Stetson Shoe Company, Inc., South Weymouth 90, Mass. 
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THE ONE THAT TELLS ’EM.. 


It’s an arsenal of ideas, a library of facts, a mine of information. It’s the Boot and Shoe 
Recorder 





alone in the field with essential operating information on marketing, merchan- 
dising, trends and technical developments. Key men in every phase of the industry take time 


to read the RECORDER, and act on what they read. Its editorial force is a “telling” force 


for your advertising story. 


If you missed any of these 
significant articles — 
send for reprints to 

Boot & Shoe Recorder, 
Philadelphia 39, Pa. 
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READERSHIP VITALITY IMPRESSION IMPACT 

Leads its nearest 43,000 reprint requests Exposure time for each Superior quality and 

competitor by 94% in ten months — and issue is longer by clarity of reproduction 

according to National the highest subscription months than any plus full color 

Analysts, Inc. survey, renewal rate in the competitive availability, provide 
90 


which shows average trade — 76.32%. publication. maximum visual 


of 3 readers per copy. power. 
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‘Evershine: leather 
worlds firct leather with a "built-in' in 


See this remarkable new leather in the Jarman 
room at the Chicago Shoe Fair — Room 750, 
Palmer House. ‘Evershine’”’ is the truly remark- 
able leather the whole industry is buzzing about, 
and no wonder! Just a few whisks with a brush 
or cloth — dust and dirt are gone and the lustrous 
shine is restored! Think of the powerful consumer 
appeal here (exclusive with Jarman in men’s shoes) 
— think how this appeal will pay off for Jarman 


99? 


dealers! ‘“Evershine’s’” unique shine-retaining and 
water-and-dirt-repelling qualities are the result of 
a brand-new tanning and finishing process, a 
historic “first” in footwear. Be sure to visit the 
Jarman room in Chicago and look over our new 
styles made of the amazing “Evershine” leather. 


JARMAN SHOE CoMPANY, NASHVILLE, TENNESSEE 
A Genesco Division 
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by JOHN REILLY 


Editorial 





TMP—Phase Il 


ITH a ten-page feature in this issue, Joseph 

Friedlander starts his new series reporting and 

analyzing Phase II of Boot AND SHOE 
RecorpDer’s Continuing Study of Turnover, Markup and 
Profit. Mr. Friedlander is Lecturer at the School of 
Retailing, College of the City of New York. 

Phase II of our study is entitled TEMP, Symbolic 
Thermometer of Business Health and Growth. This year, 
the letter E has been added because this phase isolates 
the important Expense factor. Throughout the series, that 
dual personality, the big E, which “is at once the maker 
and the thief of profits” will be given a most thorough 
examination. 


A Set of Standards 


In his initial discussion of Expenses, Mr. Friedlander 
points to the crying need for a reliable set of standards 
for comparison. In so doing, he puts his finger directly 
on the basic purpose of this RECORDER Continuing Study: 
to provide all branches of retail shoe business with a set 
of operating ratios against which retailers may measure 
their performances. 

As in the case of Phase I, Mr. Friedlander’s data were 
drawn from a survey conducted during July and August 
of a representative list of independent and chain family 
and specialty shoe stores. 
stores received the questionnaire too. 


Shoe buyers in department 


The response this year was considerably better than that 
obtained a year ago, but still leaves much to be desired. 
The information requested obviously is difficult to obtain. 
The rank and file shoe store either does not have the 
necessary figures or does not have them readily available. 

This year’s questionnaire was simpler in form than that 
used previously. Nevertheless it was, apparently, suf- 
ficiently complex to limit the volume and completeness 
of the responses. We are encouraged, however, by the 
fact that substantially more smaller merchants responded. 
Their responses were more complete and credible than 
those experienced a year ago. This year responses 
from stores in the $80 thousand or less bracket account 
for 40 per cent of the returns. A year ago these stores 
comprised only 1674 per cent. 
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As Mr. Friedlander points out in his articles on Markup 
and Markdowns and Turnover, there appears to be a 
considerable element of guess work in the figures. This 
is particularly true of Markup percentages and Turnover 
rate. Again, this suggests a lack of readily available fig- 
ures or at least a reluctance to dig into the books and 
come up with hard and fast figures. 

The response, both numerically and in quality of in- 
formation, indicated that we are arriving at a fair sam- 
pling of the industry. Further simplification of the TEMP 
questionnaire and a change in timing of the survey will, 
we hope, produce larger and more useful returns next year. 

The 1960 Survey Questionnaire will be brought to our 
readers as a section in the April Ist issue of Boot AND 
SHOE Recorper. We will make a further effort to sim- 
plify the questionnaire in form so that tax information 
can be readily extracted for use in filling it out. Ques- 
tionnaires will be mailed to an enlarged sample as well, 
just in advance of tax date when accountants are at work 
on returns. 


Greater Interest 


When we embarked on our TMP study a little over a 
year ago, operating figures for all branches of shoe retail- 
ing were not available. With this phase of TEMP, we 
feel that we are well on the road to evolving a set of 
standard figures. The education which retailers have 
received on the importance of adequate record keeping 
and their better understanding of the inter-action of the 
TMP Factors, analyzed in the first phase of our study, 
would seem to be reflected in the improved quality of our 
responses this year. This is particularly true of those 
coming from smaller stores. Greater interest was evi- 
denced by merchants. This leads us to believe that they 
have read and profited from our Phase I reporting. 

To all who cooperated in the study this year, the editors 
of Boot AND SHOE RECORDER express their thanks. As 
more retailers cooperate in this survey, our sample will 
improve and our figures will become more realistic and 
valuable. Retailers, in turn, will benefit by having their 
figures in such good shape that they will be able to make 
accurate comparisons with the results of TEMP or any 
other survey. 





A Giant St 


PROVED SUPERIOR TO LEADING 
COMPETITIVE MATERIALS IN 
REPEATED PROPERTY 
COMPARISON TESTS! 


1) 
as UNEQUALLED RESISTANCE 
TBR TO FLEX FATIGUE 


\\ A SUPERIOR IMPACT STRENGTH 
\\ OVER WIDE 
“~\\_ TEMPERATURE RANGE 


HIGHEST TENSILE 
STRENGTH 


GREATEST RESISTANCE 
TO HEAT 
DISTORTION 


HIGHER RIGIDITY 
UNDER SEVEREST 
TESTS 





Plastic Heels! 


os 


The new as type 


f 


ys YEOLAE 


THE TOUGH, HARD ABS PLastic 


fom BORG-WARNER 


PRODUCES HIGH HEELS 
WITH THE GREATEST 
RESISTANCE TO 
FLEX FATIGUE 
EVER REALIZED! 


NEW GS TYPE CYCOLAC resin has been specifically 

developed for high heels by Marbon and Borg-Warner 

research. Surpassing ail previous standards for property values, 

CYCOLAC GS has proved superior to leading competitive 

materials in every comparison. Now, CYCOLAC GS 

brings you outstanding resistance to flex fatigue 

in combination with superior impact strength and resistance 

to high or low temperature extremes—properties which 

established the original CYCOLAC reputation for excellence. 

If you are looking for stronger, longer-lasting heels, fewer 

GET COMPLETE returns, greater customer satisfaction . . . the answer is 
vanecinsehe CYCOLAC GS. Let us prove its value to you—today! 


Write for your 
copy of 
“Cycolac 
Technical Report 
on GS for 

High Heels.” 





PACESETTER IN 


bivision of BORG-WARNER - Washington, . Va. 
M: arbon y also represented by: as ington a 


CHEMICAL WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemical Co. Ltd., Montreal & Toronto 


- EXPORT: British Anchor Chemical Corp., New York 
SYNTHETIC RESINS 





FLORSHEIM 


CORDIALLY INVITES YOU 





TO OUR 
SHOWING 


OF 


FLORSHEIM MEN’S STYLES 


FOR SPRING AND SUMMER 1960 





ALL DURING 
THE SHOE FAIR 
ROOM 754 


PALMER HOUSE 


A warm welcome 
awaits all guests 
of the Shoe Fair 
at the home offices of The Florsheim Shoe Company... 


corner of Canal, Adams and Clinton Streets 


THE FLORSHEIM SHOE COMPANY © Chicago 6* makers of fine shoes for men and women 


A DIVISION OF INTERNATIONAL SHOE COMPANY 
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fashions 


tC... 


shoes for women 


You’re cordially invited to see the 
Florsheim display at the Shoe Fair, 
Room 752, Palmer House...stop in and 
learn why these shoes are making 


the biggest sales gains in our history. 


THE FLORSHEIM SHOE COMPANY « cuicaco 6. ILLINOIS * MAKERS OF FINE SHOES FOR MEN AND WOMEN 


A DIVISION OF INTERNATIONAL SHOE COMPANY 
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A NEW APPROACH... 


IN-STOCK ... Retailing $24.95 A QUALITY APPROACH! 


FN-09 = Black Shark Calf 
FN-39 Brown Shark Calf The fit of a shoe — the comfort of 


FN-86 Brown Soft Grain, White Washable Plug. a slip-on. At home, in the office, 
FN-76 Black Soft Grain, White Washable Plug. atthe club...the slip-on with all 
AAA 9¥2-12,13 AA9-12,13 A8B%-12, 13 day good looks and comfort. 
B8-12,13 C7-12,13 D7-12 E7%-10 


~~>>> NEN NEE ENE 


i a ADS RRRRRRRRRRRRRRRRRANOG, ) 
FN-84 Corsica Green Brushed Pi (2 As 
° At the 


2 0 
FN-94 Sea Mist Gray Brushed Pig 2 2 
(6 NATIONAL SHOE FAIR $) 


A9-12 B8%-12 C7%-12 D7-12 0 The Palmer House 9 
"dd 
ROOM 788 $ 


E 72-10 @ 
OX LOOLOCOCOOMOOPEOEOEOEOEOEEOEEEEOEEEE?_ 6 


y 
INNS LLL» 


EDWIN CLAPP & SON, INC. 


East Weymouth, Massachusetts 





LIKE 
SURPRISES? 


then 
be sure to 
take a peek. 





SEE the new additions, the styles, the craftsmanship, 


NATIONAL the quality that has made and is keeping 


SHOE 
tain SEBAGO-MOC 


Chicago For men, women, children 
OCTOBER 25-29 





America’s fastest growing line 











ALWAYS IN STYLE — ALWAYS IN STOCK 
OR... write for full details and catalog: 


SEBAGO-MOC COMPANY 
WESTBROOK, MAINE 
New York Office: 534 Marbridge Building 
In Canada, Greb Shoe Co. Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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The 
Most Talked-about pers 
than on any shoe 


Sole in the industry! we've ever carried! 





Sell-out 
after 
sell-out! 


No 
returns! 








Never a : ; Customers TELL 
mark- <i : and SELL each other! 








ay 


PRE-SOLD to MILLIONS in these power-packen MAGAZINES: 


READER'S DIGEST, LADIES’ HOME JOURNAL, ESQUIRE, 
GOOD HOUSEKEEPING, VOGUE, TRUE, MADEMOISELLE, 
SATURDAY EVENING POST, ARGOSY, PARENTS’, 
HARPER'S BAZAAR, etc. 


Over 300,000,000 tnrressions: 


To make a “‘good’’ Spring season 
a “‘great’’ Spring season... 


of its type nationally advertised, publicized and promoted! SEE... SELECT 
® 
BIGGEST DEMAND IN HISTORY COMING UP! Cash Int | “F“” yr ged Sole 


BOOTH 37-38 
Exhibit Hall Palmer House 





Don't be confused! Genuine RIPPLE® Sole is the ONLY sole 








FREE! For your NEW Sales Aids Folder, write 





*TM Ripple Sole Corp. 


5) BEEBE RUBBER COMPANY wassvs, new snosume 
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Now Comes A Buck That’s Sweeping the Mainland 


Styled for young men with a taste for the new go VELCRO closure. Like all quality-made To retail at about 
and exciting, the BUCK-ANEER is the hot- ROYAL CADET shoes, its construction is the 


test new Casual Boot in America today. Smart finest for its price. In Charcoal or Dirty Buck, ‘g 95 


and devil-may-care, it goes with the Casual both best-seller shades. Sizes 2% to 6 and 6% 
Look for campus, city and country wear. Su- to 12. And best of all—BUCK-ANEER offers 
perbly comfortable, it features the new touch ’n’ you a generous mark-up. 


3-Dimensional PAT BOONE Display As Shown Available to Retailers 


Nationally Advertised in al Godot ROYAL CADET FOOTWEAR 


LIFE, LOOK, PARENTS Lowell, Massachusetts 


Room 969-W Palmer House 





Take a Look at TYER! 


Tyer’s new Pro-Gard*... the only +“ 9 x3 
basketball shoe with a built-in “> » t 
ankle support. £ ty 


*Patent Pending 


The rugged Wings Basketball Shoe... 
an outstanding example of Tyer’s new 
single-process molded footwear. 


Tyer’s smart new Fleetwood 
“Tapered-Toe” Oxford . . . a sure lure 


for the fair sex. 


New New nubby-weave fabric uppers 


; on a thick crepe-color outsole 
Materials 
adds both comfort and style 


to the Tyer Corsair. 


See us at the 
HOTEL MORRISON, SUITE 705 


ocr 38.38 TY E RRk&e Comf 


ANDOVER, MASSACHUSETTS, U.S. A. 








Men's suitings...men's shoes... both 


take to texture...and fashion features 
America’s finest textured leather... 


| BARRETT & COMPANY, INCORPORATED quality tanners of fine shoe leathers since 1913 


®Reg. U.S. Pat. Off. 





Waterproof Shoes 
with Sylflex Leather 


Build More Traffic 


... Increase your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 

promoted as waterproof unless the leather is SYLFLEX. 

Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 


H. H. Brown Shoe Co. 

Cedar-Crest Shoe Co., Div. General Shoe Corporation 
Dunham Brothers Company 

Endicott Johnson 

International Shoe Company 

Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 
See us at the Shoe Fair — Booth 48 & 49 Palmer House 


A leather shoe is waterproof only when it has all 3: 
Ke @ Sealed upper seams to prevent seepage. 
@ Vulcanized construction for watertight sole attachment. 


na & SYLFLEX® leather for water repellency plus free-breathing comfort. 


oo Q) 


\ ox E feather bveated 


with 


Look for this tag 
when you buy... 
it’s your assurance 
that shoes are 
truly waterproof. @ Dow Corning Silicone 


@ Keeps water out 
and still breathes 
‘* 
@ Makes shoes more 


* 
comfortabie to wear 


A ; 


a 
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First of a Series 
SYMPHONY OF STYLING 
by VULCAN CORP. 


The “Mandolin” Last, left, is skill- 
fully styled to combine excep- 
tional Fit and Comfort with the 
slender look of Refinement in 
footwear .. . which is so appeal- 
ing to women of all ages! The 
‘Mandolin’ is also styled in 


men’s and children’s lasts. 


To compliment the unexcelled 
Comfort and Chic Styling of the 
“Mandolin” Last, a new series of 
heels, left, has been designed... 
in all heel heights for both regu- 
lar and tabless construction. For 
samples of “Mandolin” Lasts/ 


Heels, contact: 


a v* VULCAN CORPORATION « MORTON LAST COMPANY (_2 


CINCINNATI and PORTSMOUTH, OHIO @® JOHNSON CITY,N.Y. © BROCKTON, MASS. 


WY ST. LOUIS, MO. © WALNUT RIDGE, ARK. © ANTIGO, WISC. 


Designers and Producers of Lasts and Heels for 50 Years 








PLUSH 
PIGMILLION 


PIGSKIN 
BY THE 
HAUS OF KRAUSE 








DALY 
PASSION 
IN LEADER 


Milady of fashion’s new passion in footwear—lush color wedded 
to the luxury of plush Pigmillion Pigskin. Alive with rich color 
and texture, so soft and supple it’s a sure hit in new fashions 
created by top footwear stylists. Beyond beauty — this sales- 
appealing plus! All 16 glamorous colors are washable and 
cleanable! For details, write: 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 











only 
the 
right 
combination 


And only the right 
adhesive produces a 
perfect bond. Don’t gamble with 
‘‘make-dos.’’ Don’t risk valuable time, extra production costs and 
customer good-will, with trial and error methods. Consult your Compo man. 
He's a qualified expert, with a stock of Compo adhesives designed for your 
specific needs. What's more, you have the assurance that constant research 
on new products and materials keeps 


this impressive resource always a step ahead. ; A > 


TRADE MARK 


your most complete source of service & supply 
Machinery - Adhesives - Supplies 
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Bigger and Better than ever 


Spring and 


Summer 
? 


They re 
the Most 
in 


Boys ’ Shoes 
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National Shoe Fair 
GERBERICH-PAYNE SHOE COMPANY - mount Joy, PENNSYLVANIA 




















SHE'S YOUR CUSTOMER ... BUT SHE’S NOT THE SAME WOMAN SHE WAS YEARS 
AGO! SHE’S PART OF THE SWEEPING CHANGE THAT HAS TAKEN PLACE IN 
EVERY CITY, EVERY SUBURB IN AMERICA! SHE’S GOING MORE PLACES, DOING 
MORE THINGS, HAS MORE MONEY TO SPEND AND MORE LEISURE TO SPEND IT 
IN THAN ANY WOMAN IN HISTORY! THE CLOTHES SHE “LIVES IN” REFLECT THIS 
CHANGE! THEY'RE CASUAL ... BUT NEVER CARELESS! AND SHE WANTS SMARTLY 
CASUAL GOLOS TO GO WITH THOSE CLOTHES! STATISTICS PROVE IT! IN THE 
WAST TEN YEARS, THE DEMAND FOR THIS TYPE OF SHOE HAS JUST ABOUT 
» DOUBLED! AND THE PROSPECT FOR ; SPRING LOOKS EVEN BIGGER! LET 
GOL YOU HOW TO MAKE off THE MOST OF THIS BOOMING 
BAI SHOE FAIR IN CHICAGO, 


© TEL, SUITES: 533, 534, 536. 
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Frimpe 


FALL-WINTER 


CATALOG 


Slippakins The only expandable washable slipper Slipper Socks Exclusive Trimfit imports! See catalog. 
sock. See Catalog. 
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Stretch Tights for toddlers, misses and children. 
Cable, or plain knit. Display rack free with 12 doz. 
order. See catalog. 


Stretch Socks for the whole family! A complete sock 
department with styles and prices to catch every eye. 
Self merchandiser free with 30 doz. order. See catalog. | SEND FREE CATALOG 


] SEND SALESMAN 
Store Name 
TRIMFIT HOSIERY MILLS im wt 
Empire State Bldg., New York 1, N. Y. yiplene 


Los Arigeles, 1047 S. Grand Ave. 
* Offices also in Chicago, Dallas, Phila., Boston, Toronto 
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Enjoy an apple at the 


i 


= 


& 





Everybody knows that in the world of juveniles,apples are espe- 
cially grown for favorite teachers. But do you know, as so many 
alert dealers do . . . that in the world of juvenile footwear, apples 
are a refreshing pick-me-up at CHILD LIFE — Room 908W. The 
Palmer House. 

For years, apples have been a fixture and tradition of CHILD 
LIFE hospitality. In themselves they are a solid symbol of the vital- 
ness of CHILD LIFE shoes to dealers. No other line offers more in 
so full-flavored a profit as these franchised shoes for boys and girls 
that range from First Steppers to Teen-Age styles and sizes. 

You’re welcome at Room 908W at The Palmer House. Everybody 
is .. . and this is particularly true if you’re the type of dealer who 
wants to know how you can eat your apple — and have it too. 
We’d like to talk to you. 


HERBST SHOE MANUFACTURING COMPANY 
Box 2005 + Milwaukee 1, Wisconsin 
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The oil-resistant, o ist 





t nitrile rubber 





LEFT: PARACRIL 0ZO SOLE 
on test pair of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for a full six months, 
on and off the job. Shows 
substantially less wear than 
standard oil-resistant sole 
at right. 


RIGHT: PARACRIL O0ZO HEEL 
on the other test shoe is 
still like new, while stand- 
ard oil-resistant heel at left 
is worn smooth and begin- 
ning to crack. 





New sole material outwears others 3 tO 


New PARACRIL” 0Z0—developed by the 
Naugatuck Chemical Division of U.S. Rubber 
is a shoe sole and heel material amazingly 


@ 277% more abrasion resistant! 
@ free of flex growth after 25,000 cycles 


long-lasting—far superior to all others on @ 5 to 10 times more resistant to fuels and 


the market. What's more, they are available 
in bright, permanent colors! 


Compared with one of the toughest mate- 
rials known, new PARACRIL 0ZO heels and 


oils than existing standard oil-resistant 
shoe soles. 


Find out about PARACRIL 0Z0’s heel, sole, 
and shoe selling advantages NOW! Write 


soles are: us for further information. 


Naugatuck Chemical 


1035P Elm Street 
ugatuck, Connecticut 





+ 
NAUGATUCK 
y 


Division of United States Rubber Company ,,_ 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber « Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, WN, Y. 
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The Viner Tribe ie 


Here come the Viner braves, and they’re bringing you 
smart new fashions that will mean much wampum in 
the cash register this season! New patterns, new colors, 
new leathers, new excitement—from the house that’s fa- 
mous for making shoes “young and gay in every way”. 


tropicana 


~~ eee, 


young and gay in every way 





<<< 
a — 





AT THE CONRAD HILTON 
Rooms 9394 - 940A 
..-and at all Regional Shows 





VINER BROS., INC. 
Bangor, Maine Shoe Craftsmen Since 1905 





Boot and Shoe Recorder 








i 


iy 
La 


_ bfe 


Heading Your W: 


gee . uo Sa 4 

















. Dick Hasey 9. Leo LeRoy 

. Arthur Pett 10. Bill Wood 

. Ed Sherman 11. Fred Moncur 

. Marcus Swan 12. Tom Hartigan 

. Ira Mack 13. C. E. Carpenter 

. Ray Forgette 14. Don Ferritor | 
| 








. Ed Hemphill 15. Ralph Cohen 
. Ray Dumont 16. Abe Scolnick 
Bud Wilson { 
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For samples write: CAT'S PAW RUBBER COMPANY, INC., BALTIMORE 30, MARYLAND 


In Canada: CAT'S PAW-HOLTITE RUBBER COMPANY, LTD., DRUMMONDVILLE, QUEBEC 
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FAST TURNOVER TEAM ! 


Shoe Saver 


a 


SILICONE ] at 


repellent [RR amg oso" 
Keeps feet : 
dry... 
without 


rubbers F 
feet lla 


e Protects and preserves leather 


Kou Your Tet a 


SILICONE Pad 
LEATHER PRESERVATIVE we a . 


ANG WATER REPELLENT 





e Keeps shoes new-looking longer, 
easier to clean 


Display Packaged 
To Move 


4 ox. bottle, 
packed 12 to unit 


8 oz, spray can, 
packed 12 to unit 


12 oz. family can, 


$1.00 retail 
A $1.59 retail 
| BACKED BY AGGRESSIVE NATIONAL ADVERTISING 


AND SALES PROMOTIONAL AIDS! 


& { 
ERICAN We Timely national advertising plus a complete 
EKLy promotional kit including window displays, 


handout literature, streamers, ad mats, 
Fidd SCAT 


radio-TV spot announcements — all FREE — 
ask your findings distributor. 

Che New York Times 

Magazine 


$1.95 retail 


Suede Saver 


SILICONE 

suede 

protector 

and . ‘ona 
reconditioner —~“— ~ Meats # 


ey 


Makes suede an "all-weather" leather! 


© Neutral spray . . . protects beauty of new 
suede shoes 


e Cleans and reconditions used suede shoes 
¢ Prevents matting, water spotting 

© Reduces color rub-off 

© Brings up nap, restores color 

¢ Enhances suede’s natural beauty 


Smart 
Counter 
Carton... 


displays 12 six oz. spray cans, 
$1.25 retail 


NATIONALLY ADVERTISED IN LEADING 
WOMEN’S FASHION MAGAZINES! 


VOGUE McCalls 
BAZAAR Mademoiselle 


Make your counter headquarters for SHOE SAVER and SUEDE SAVER, the silicone footwear treatments for 
everybody who walks into your store. There’s a nice 40% profit (plus a nice PM) for you on both of 
these consumer-appealing products. Stock up now — and re-stock regularly — to cash in biggest from the 
national promotions on SHOE SAVER and SUEDE SAVER. Order from your findings distributor today. 
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Dow Corning CORPORATION 


MIDLAND. MICHIGAN 
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MERCHANDISING 
OFFICE 

















CHILDREN 
WOMEN’S LINES & MISSES 





MEN’S LINES 



































Merchandise managers should establish 
“open-to buys” by lines as if 
there would be no profit if they 


didn’t... because there won’t be. 


(in stock) 


HEYDAYS SHOES, INC. 2032 LOCUST STREET @ ST. LOUIS 3, MISSOURI 
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“We probably never had it so good,” 
says EDWIN B. MORAN, executive 
vice-president of National Association 
of Credit Management, “and we can 
—with reasonable confidence look 
forward to record prosperity for the 
balance of 1959 and at least through 


the first quarter of 1960. Not even 
higher interest rates are going to halt 
consumer spending and 
higher industrial production.” 

He cautions, however: “All signs 
suggest that our economy is moving 


increased 


into a new phase in which gains may 
be slower and competition will be 
even more intense.” 


* * * 


“Shoe retailers should remember that 
their manufacturers can bring them 
a long way in selling more shoes,” 
says E. D. BROWN, merchandise 
manager for all shoes at Crews-Beggs 
Department Store in Pueblo, Colo- 
rado. “They are ready to furnish us 
with the right kind of information 
and promotional material if we, as 
retailers, will only cooperate. ‘fhis is 
especially important in building up 
fashion shoe business. 

“The biggest success can be enjoyed 
by a retailer, if he will only tie in 
with national advertising,” Mr. Brown 
continued. “I personally think na- 
tionally-advertised brands of shoes 
almost sell themselves. I’ve found a 
great deal of success in tying up with 
national magazine and newspaper ad- 
vertising as well as window and de- 
partmental displays. Manufacturers 
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are willing to spend their money; the 
least the retailers can do is to join in 
the promotional programs.” 


* * * 


The scansion may be off beat but the 
idea was excellent. It gave every one 
at CAPRI (division of Palizzio) a 
ie... 


“Choose this bag for beauty and style 
A name that really is worth while 
Perfect quality that is the best 
R each for the label that passes the test 
I nspect the letters at each line start... 

for the name of the handbag dear to 
everyone’s heart.” 


It was signed Linda Hanson of Tupelo, 
Mississippi; and she added: “I hope 
you like my verse spelling out your 
trade name.” Aspiring versifiers may 
shrug . . . but they will be bound to 
concede that this is pretty good for 
a ten-year old! 


* * * 


Bouquets from JOSEPH A. JAMIEL, 
owner of the Warren Shoe Store in 
Warren, R. I., . . . for the traveling 
salesmen. He says: “A traveling sales- 
man’s life is often not a joyous one. 
He is pressured into selling his mer- 
chandise amidst terrific competition. 
He helps the retailer with all sorts 
of problems. His day is spent lugging 
sample cases from his car to custom- 
sometimes hauling these 
heavy cases four or five blocks. 
“Traveling salesmen, I think, take 
more abuse than any other group of 
men in a big manufacturing organiza- 
tion, and I’d like to see this situation 
changed. These men deserve better 
treatment. As a retailer who has 
received a lot of help from factory 
salesmen, I ask manuacturers, in gen- 
eral, to show more consideration for 
the men who lug the sample cases. 
“Remember . . . a company is only as 
great as its sales force.” 


ers 
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Want to do the best shoe job in town? 
HUMPHREY SMITH tells how. It 
will take only a few minutes a day 
. . every day in the week: 
“Monday—Fill in sizes on all active 
lines. Tuesday—Determine the worst 
selling and least profitable line in 


your store; why it is; determine the 
real reason you bought it—and make 
Wednesday—Do_ some- 
Something for other 


corrections. 
thing civic. 
people. Something you do not have 
to do. Thursday—Check up on all 
PMs and Mark Downs. Why did you 
buy them in the first place? Write 
the reason down. Study it. Friday— 
Clean up your desk—all detail work. 
Answer all letters. Leave no detail 
unattended. Saturday—Try one new 
sales method. If you don’t know one, 
dream one up. Learn one from an- 
other retailer . . . but not another 
SHOE RETAILER. Sunday—Go to 
church and pray for yourself and 
pray for us too. 

“Wise thinking on such things is why 
some folks ‘grow up’ while others 
merely get older.” 


# te * 


“What can we do to improve the shoe 
industry? How well we answer that 
question will determine our future 
growth,” says RICHARD D. HOF- 
HEIMER of Hofheimer’s, Norfolk, 
Va. Some possible, helpful “musts” 
might very well be: “Styling that is 
realistic. Shoes that are desirable and 
appealing . . . beautiful and dainty 
for women, sleek and sturdy for men 
and children. Comprehensive use of 
materials in these shoes. 





“We must not be shackled by tradi- 
tion and custom, but retain an open- 
mindedness that will allow us to ex- 
plore widely for supply sources. We 
should make a careful study of lasts 
and their impact upon the industry 
before too drastic changes are made. 
Greater study should be given to the 
fitting qualities of shoes. We should 
make sure of where we are going and 
then drive all out for our goal. 

“Each of us must choose our own 
method of conducting our own busi- 
ness, and pursue the course which we 
have chosen arduously and continu- 
ously. There is no ready panacea for 
business today. Each day presents us 
with a new problem. Each season is 


a mystery in itself.” 


* * 


Some months ago we mentioned the 
“South American Fortnight” planned 
by Neiman-Marcus for October 18th 
through November Ist. We thought 
you might be interested in some recent 
developments. 

Both the interior and exterior decor 
of the Dallas store will carry out the 
South American themes. 


South 


In addition 
to extensive American mer- 
chandise, there will be many articles 
inspired by South American design 
but created in the United States and 
Europe, for sale in the store. Among 
special exhibitions planned, is a col- 
lection of S. A. folk art brought to 
gether by the Grace Line over a 
period of years. 

One of the outstanding features of 
this “fortnight” event will be a con- 
cert by the 18-year old Bolivian vio- 
JAIME LAREDO. who won 
the recent Queen Elizabeth of Bel- 


Music 


Conducting — the 


linist, 


gium International 


Competi- 
tion in Brussels. 
young prodigy’s Dallas concert, which 
will include the Sibelius “Concerto in 
1) Minor,” will be Heitor Villa-Lobos. 
brilliant Brazilian composer, who 
will also be a special guest in Dallas 
for the Neiman-Marcus Fortnight. 

The two-week event will be the largest 
extensive 


and most presentation in 


the history of the Dallas specialty 


store. 
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Profile.... 


by ESTELLE G. ANDERSON 





JOSEPH ANTELL 


66 @ IKE Abu ben Adam, put me down as one who loves his fellow man 
. especially if he is in the shoe business.” That, in essence, 
was the injunction from Joseph Antell of Boston and Wellesley, 
Massachusetts. He added: “If you write any story about me, please under- 
score the fact that I feel it is not | who deserve the credit for any success 
| may have attained. Rather it is the people in the industry who trusted 
me ... the manufacturers who gave me merchandise on credit when | 
needed it. Without them I couldn’t possibly have survived. And I think 
that is true in our industry more than in any other industry. We have more 
people who are ‘simpatico.’ More people who can understand and sense 
the honest endeavor of some men to venture into business but who can’t do 
it all on their own. They have confidence and trust in these fellows and 
prove it by letting them have thousands of dollars worth of credit, when 
actually they are not entitled to five cents.” 

Joseph Antell speaks with conviction based on first-hand experience. 
He didn’t start with two shops. He didn’t have it “made” . . . not by a long 
shot! It was difficult sledding most of the time . especially those years 
between 1924 to 1938. The experience and knowledge garnered during 
those years has been a bulwark and sustaining influence since. 

Except for two years at A. W. Smith Shoe Co. (a subsidiary of A. C. 
Walton Shoe Co.. manufacturers of women’s and children’s shoes) back in 
1924. . . . Joe Antell has always been in the retail branch of the industry. 
At Smith’s, he helped out in the shipping department. order department and 
finally got into the sales department . . . assisting the house salesman. 

His next job was as a salesman in Harry Gelman’s retail shoe store. 
Here, they catered especially to the theatrical people. At that time, when 
other stores were still selling high shoes and pointed toes, at Gelman’s they 
were doing a terrific job with a round toe patent leather pump. “The 
burlesque queens sure liked those shoes,” says Joe. “That's where I really 
We sold all the ‘dolls’ who came to 

three per cent... and 
(CONTINUED ON PAGE 107) 


learned to like the shoe business. 


Boston.’ He worked on a commission basis 
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A strongly masculine style in the well-received Black on Brown 
theme is this three-eyelet wing tip blucher in Burnt Umber Calfskin. 


Highly distinctive is the pinked-and-perfed line of the wing tip 


which sweeps back on the quarter, broken only by the lace stay tab. 


The piping on the low-riding topline and lace-stay is black. Black, 
too, are the moderately heavy “American” soles which feature wide 
edges and heavy wheeling. The completely new last combines 
sturdiness and the Continental tapered effect. A blend too is the 


toe which is neither wholly round nor square; by Stetson. 








by ELEANOR M. RUTTY 


At left, from top to bot- 
tom: straw mule on 21/8 
cork heel, Vogue; vinyl 
and black patent sling, 
Rhythm Step; luster port- 
hole tie, Accent; bamboo 
laminted vinyl sling, 
Smartaire; opened vamp 
stepin, Cushionized Bellaire. 


Opposite page, top to bot- 
tom: “Silhouette,” assym- 
metric sandal, American 
Girl; white luster sling, 
Barefoot Originals; 
“Knockout,” unlined, tex- 
tured leather, 12/8 heel, 
Cobblers; embroidered 


mesh sling, Oomphies. 





The Big Change 


Drawings by ELLY NORDEN re, 


It was bound to come, the 
change from nearly all closed to 
many more open shoes. And we 
are glad it has. Open shoes are 
cooler. Many women find them 
more comfortable. Besides, they 
give greater variety in patterns 
and more freedom in the use of 
materials and treatments. 

Open toes may not be as ele- 
gant and sophisticated as the 
long, slim and pointed closed 
ones we have been wearing but 
we are willing to bet that many 
women will be glad to have 
them back in style again, soft 
and comfortable, as many of the 
new soft constructions in closed — 
toes have been. 

New sandal lasts have been 
introduced for the new sandals 
and open toe pumps. The best 
of them have added improved 
fit. The continued success of 
opened-up shoes will depend on 
both style appeal and fitting and 
comfort features. Let us add a 
note of warning, however; many 
women, will still want closed 
shoes as well as open ones. 


More open patterns than in several 

years: open and closed toe slings, 

halters, sandals, mules, vinyls, / 
meshes, perforations, cutouts. 


\ 





Freedom To Choose... 


Top to bottom: Snipped tip 
pump; patent with matte, 
Mackey-Starr; ruffled vamp, 
needle toe, Newton Elkin; 
oval toe “tie,” 14/8 heel, 
Dunn & McCarthy; oval toe 
pump, Natural Bridge: soft 


construction, Florsheim. 


To be able to go into a shoe store and find closed and 
open style shoes; high, medium, low and flat heels in a 
variety of thicknesses and shapes; needle, oval and 
squared toes; many leathers, fabrics and synthetics; a 
wide range of colors, light, bright or dark—isn’t that 
any woman’s dream come true? Well, if it  is,, these 
dreams may very well come true this spring. in the year 
1960, if she can find her size. 





And good business in them all: double needle, needle, 
oval, snipped square, wider square; high, thin heels, 
medium stacked heels, little shaped heels, wedges. 


Top to bottom: Unlined 
walking shoe, stacked heel, 
asymmetric vamp stitching, 
Hill and Dale; two-tone, 
two-eyelet tie, Heydays: very 
light, soft sports tie, “Cara 
Mia,” Viner; tapered toe, two- 
tone tie, Kickerinos. 


And here lies your problem. You will have to meet 
it with the knowledge that the needle is still volume; 
that the oval is accepted slowly; that the clipped 
pointed toe is growing; that 24/8 still sells very well 
but that 18/8 and lower are increasing and stacked 
leather is strong; that the luster look is good in leath- 
ers and materials; that white, off-white and whitened 
pastels are tops. Patent leather and textured surfaces 

luster finishes are liked on the latter—and unlined 
weights are very important. For spring, black, beige 
to-brown, Flight Blne are the favorites. 





CAREFREE SLIPONS 
...for the Golden Sixties 


@ SHOES HIGHLIGHTED BY NARROW |” 
TROUSERS. . . . Slacks and trousers are | 
cut narrower than ever, but not extreme 
jivey-jean slim. No doubt about it, they 
make shoes show. There is some talk of 
shoes rising up to meet the cuffless slacks 

that now fail to meet shoe tops by a half 

inch. This is the first change in trouser 
length in a generation. The American 
Continental suit has been restyled. The 

new spring suit is more radical, as it com- 
bines the best features of both Ivy and 
Continental. Both Continental and Ivy 

have slimmed-down lines. 


Belted Town Slipons 


@ NEW ‘COOL” TONED 
FABRICS. . . . The colors in 
men’s worsteds, wash-wear, and 
blend weaves for spring 1960 in- 
clude medium dark to light grays 
in new marl mixtures with inter- 
esting color accents. Brown mix- 
tures in new “cool” tones mixed 
with grays or greens are often 
seen with brown olive and gold 
touched influences. Darker browns 
are seen in espresso and caviar 
colorings with marls of bright 
tones. Blues will also be seen in 
new marl weaves. 


@ COLORS WITH OLIVE OR GOLDEN 
UNDERTONES. .. . The colors for Carefree 
Slipons look well with the new apparel colors. 
Black, dark oak, coffee, and the espresso browns 
were seen, also new browns with brown olive or 
golden tobacco undertones. A revival is seen for 
white combinations with dark brown, black, or 
golden brown trims on white washable smooth 
and grained leathers. 


Saddler’s Hardware 





An entirely new promotion springboard for men’s shoes: the 
fashion word “carefree” linked w:th “slipons” to describe types 
easy to care for and comfortable to wear the year-round. 


@ THE IMPACT OF WASH-WEAR on the men’s fashion world 
is now clear enough to be evaluated. It is much more than a 
new type of fabric which is easy to care for. Wash-wear, worn 
by young and old, symbolizes a whole new way of life. “Care- 
free” is the word for it. The carefree way cries out for a new 
shoe style which is easy to put on and easy to care for. It 
requires footwear that may be worn all day, any day, in town or 
in the country. Carefree styles are not in the casual or sports- 
wear category. In fact Carefree Slipons will aid in pinpointing 
the area where casuals have grown into acceptable street and 
dress wear. But the styles in this group are still evolving, and 
in many respects Carefree Slipons are a brand new shoe. Their 
many variations include: the stitch and turn seamed vamp; 
center seam high front; hidden gore; moccasin front seam, 
belted; wing tip and U-front; Norwegian variation; and simu- 
lated tie elasticized laces. 
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@ REFINED SURFACE 
LEATHERS. . . . All the fine 
leathers associated with town 
and country styles that have a 
refinement of surface—not too 
rugged or sportslike—are in- 
cluded among leathers for 
Carefree Slipons: smooth pol- 
ished calf, kips and sides; new 
waxey finish calfskins and 
sides; fine-grain kips and calf- 
skins, and natural shrunken 
grains. 


by RUTH KERR FRIES 
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National Shoe Fair 


Gateway to a New Shoe Era 


for the foreseeable months ahead, there appears no likeli- 


HE 1959 National Shoe Fair will without question 
be the largest in the 25-year history of this inter- 
national event, the world’s biggest shoe show. 

This year’s Fair reports an 11 per cent increase in 
exhibitors and sample rooms over the previous high. 
Advance indications assure a retailer-buyer attendance 
exceeding the previous high of 15,000. 

Why the new peaks for the National Shoe Fair, being 
held in Chicago, October 25-29? Because this has been 
a record-breaking year for the shoe industry as a whole: 
a new production record (625 million pairs): new retail 
pairage sales record (650 million pairs): a new retail 
shoe dollar volume record ($4.3 billions); a new per 
capita shoe consumption record (3.67 pairs). 

This has been the best year, from every aspect, in the 
industry’s history. Retailers and buyers are in a healthy 
condition, with confidence and buying mood running 
What’s more, 1960 looks like another high-level 


year, with some chance of surpassing even the astounding 


high. 


marks of 1959. Spring, 1960, appears certain to register a 
new high both in production and sales. A further moti- 
vation to the 
healthy state of 


“normal” 


good buying outlook by retailers is the 


retail shoe inventories, reported at 


levels. Also, with the national economy, in- 


cluding employment and incomes, expected to remain high 


80 


hood of any slackening in company spending and shoe- 
buying. 

Thus, all the indicators point to a heavily attended and 
very active Shoe Fair. 

The Shoe Fair itself has obviously anticipated the 
continuing full-speed-ahead pace of shoe business as the 
industry moves into the year ahead. For the Shoe Fair’s 
significantly entitled *1960—Gateway to a 
New Shoe Era.” 

States Clovis Saunders, Chairman of the National Shoe 
Fair Committee, “For years this industry has been look- 


theme is: 


Now we are on the 
And. 
mounting signs, 1960 will be a year of new records for 
the industry. It has all the built-in elements for boom 


ing forward to the ‘fabulous Sixties.’ 


threshold of this long-awaited period. from all 


if we live up to its potentials.” 
the 


cites 


and opportunity 
An outlook report, prepared by Committee in 


cooperation with marketing analysts. “a boom 


economic climate ideal for new peaks in shoe business 
for 1960.” 


report: 


Some of these economic highlights in the 
A gross national product exceeding $500 billions: 
record population of 180 millions; average family income 


approaching $6.000: personal incomes of around $385 
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National Shoe Retail Association to 


Hold TopTalent Educational Workshop 


’ 


| ; fom 
ELAINE T. NORWOOD 


LLOYD NORDSTROM BERNICE FITZ-GIBBON JOHN J. McCARTHY W. L. STENSGAARD 


President, NSRA 


The “Fabulous Sixties” start at the twenty-sixth 
National Shoe Fair when a record list of exhibitors 
show new lines designed for an “Era of Oppor- 
tunity.” Program of merchandising, fashion, 


advertising and display sessions sets stage for 


industry's greatest show. 


billions: employment estimated at 68 million; capital 
spending of around $35 billions; retail sales reaching 
$230 billions. 

The Shoe Fair is placing strong emphasis on 1960 as 
the launching site year into the anticipated “new shoe 
era” of the Sixties. Not only is the industry moving into 
a new plateau of production and sales ahead, but signifi- 
cantly, the industry is being alerted to “a decade of 
great change” that will affect many of the basic and 
established practices of retail shoe business. 

According to Shoe Fair Committee Chairman Clovis 
Saunders, “Retailers who expect to move into the imme- 
diate future operating on a business-as-usual basis are 
in for disappointments and problems. The character of 

(CONTINUED ON PAGE 154) 


12 Noon. FMC Men’s Group Leaders Session, 
NSMA headquarters, 1850 W, Palmer House. 
12:30 P.M. to 4:30 P.M. NSRA Retailers Con- 
ference, Grand Ballroom, Conrad Hilton. 
4:30 P.M. FMC Committee Meeting, Dining 
Room No. 9, Palmer House. 


October 15, 1959 


CLOVIS SAUNDERS, Shoe Fair Chairman 


7:45 A.M. Breakfast meeting, National Shoe 
Institute Advertising Committee, Private Din- 
ing Room No. 7, Palmer House. 

12 Noon to 2 P.M. National Shoe Fair Lunch- 
eon, Fashion Show, “Fashion Investments— 
1960,” Grand Ballroom, Palmer House. 
5:45 P.M. NSRA Nominating Committee Meet- 
ing, NSRA Headquarters, 1650 W, Palmer 
House. 

7 P.M. NSRA Finance Committee Meeting, 
Dining Room No. 8, Palmer House. 


7:45 A.M. National Shoe Institute Board of 
Trustees, Crystal Room, Palmer House. 

3:30 P.M. NSMA Finance Committee Meeting, 
NSMA Headquarters, 1850 W, Palmer House. 
5 P.M. to 7 P.M. NSMA Annual Membership 
Meeting, Foyer, Grand Ballroom, Palmer 
House. 

6:30 P.M. NSRA Board of Directors Meeting, 
Sheraton Room, Sheraton-Blackstone Hotel. 

7 P.M. NSMA Board of Directors Meeting, 
Crystal Room, Palmer House. 


8 A.M. Fair Committees of the Associations 
Breakfast, Crystal Room, Palmer House. 





Symbolic Thermometer 


of Business Healthand Growth 


GROSS PROFIT 


What's left after cost of goods sold.... 


An examination of the tables in this study will demonstrate 
that the Cost of Goods is by far the greatest cost in retailing. 
It comes to twice the amount of those costs known as Expenses 
—and therefore merits a lot of study by every merchant. 


GROSS PROFIT OR MERCHAN- 
DISE MARGIN are figures which 
have to be examined very closely for 
content, As pointed out in the article 
on accounting, in this issue, there is 
no uniformity about reporting gross 
profit. We have tried, within the lim- 
its of the data submitted, to take in 
freight and reduce by cash discount 


TABLE 1 12.5% OF 


STORES 


25% OF 
STORES 


by JOSEPH S. FRIEDLANDER 
Lecturer, Bernard Baruch School, C.C.N.Y. 


before arriving at our figures. The 
data in Table 2 (page 174) shows some 
department store margins which are 
reported on this basis. Their figures, 
moreover, are calculated by the retail 
method of inventory. Many of ours 


12.5% OF 
STORES 


25°°o OF 
STORES 


MEDIAN 


GROSS PROFIT AS PERCENTAGE OF SALES 


FAMILY 
CHAINS 


FAMILY 
INDEPENDENTS 


TOTAL 
FAMILY 
STORES 


32.4—34.2 


TOTAL 
ALL 


STORES 


TOTAL 
SPECIALTY 
STORES 


SPECIALTY 
INDEPENDENTS 


SPECIALTY 
CHAINS 


TOTAL 
INDEPENDENT 
STORES 


TOTAL 
CHAIN 
STORES 











33.1—35.8 
34.3—36.7 
35.4—37.9 


37.6—39.1 


38.3—40.0 


~—-f 


36.0—40.2 | 40.3—43.2 
36.9—39.6 


38.1—40.0 














are based on the cost method. Theo- 
retically there should be no significant 
difference. Assuming that this is en- 
tirely true, we can show Likely’s mar- 
gin by both methods. 


Cost Method 


If he were using the cost method, 
his report would look like the one 
headed “merchandise statement—cost 
method” (See page 172). 


Retail Method 


If Likely were on the retail method, 
his records would be more elaborate 
and his gross profit schedule would 
be more analytical. Furthermore, he 
would have to calculate his margins 
separately by departments and add 
them to get the total store margin 
figure. His gross profit schedules 
would then appear like the report 
headed “Merchandise Statement—Re- 
tail Method (showing total store and 
one of the departments.) (See page 
172.) 

Short Cut to Markup 
and Markdown Figures 

Obviously the retail method is in- 
volved and requires expert guidance 
by the merchant’s accountant. But 

(CONTINUED ON PAGE 172) 
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Phase II of Boot and Shoe Recorder’s Continuing 
Study: Turnover, Markup. Expenses, Profit 


EXPENSES 


The Costs of Doing Business 


Expenses are at once the maker and the thief of 
profits. The merchant who would keep the profit 
making quality of expenses in the ascendancy should 
look well to their productivity—one by one. 


THE CHANGE FROM TMP TO 
TEMP marks the promotion of Ex- 
penses to their proper place in top 
billing. This is the factor which has 
caused more headache and more dis- 
cussion in the retail business than has 
any other single factor in recent years. 
Even the frequent exhortations for 
greater markup have had their roots 
in the climbing expense rate. 

Since the rate of expense is a ratio 
to sales, it would seem that the post- 


TABLE 3 12.5% OF 


STORES 


25% OF 
STORES 


war stability in shoe prices at retail 
must have affected shoe retailers more 
than most. With the big operating 
cost, labor, going up steadily and in 
turn affecting the costs of all other 
expense elements like advertising, sup- 
plies, rents, utilities, etc., the dollars 
of expense tend to creep up fast. If 
the merchant cannot push his sales up 
fast enough, he must perforce take the 
axe to expenses. 

But expenses properly spent are 


12.5% OF 
STORES 


25°% OF 
STORES 


EXPENSES AS PERCENTAGE OF SALES 


FAMILY 
CHAINS 


FAMILY 
INDEPENDENTS | 22->——28-4 
TOTAL 
FAMILY 
STORES 


23.8—28.9 


TOTAL 
ALL 
STORES 


28.0—30.1 


TOTAL 
SPECIALTY 
STORES 


SPECIALTY 
INDEPENDENTS 


SPECIALTY 
CHAINS 


TOTAL 
INDEPENDENT 
STORES 


TOTAL 
CHAIN 
STORES 











* Ranges extended c 
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28.5—30.9 


29.0—32.3 


31.2—32.6 


31.1—34.0 | 34.1—39.3 


32.5—37.5 | 37.6—39.0 


38.1—39.8 


35.1—38.5 


37.1—40.3 














JOSEPH FRIEDLANDER 


sales getters, so the operation becomes 
more delicate than can be managed 
with an axe. Moreover, many ex- 
penses are more fixed than is generally 
realized (within fairly wide swings of 
volume). 

Alexander, Surface and Alderson,* 
speaking of department store expenses, 
said that “a very large portion of 
their costs tend to behave like over- 
head, a tendency which the student 
should never lose sight of —.” This 
tendency covers a great many other 
retail enterprises and partly explains 
the driving need for greater volume 
of sales. 

(CONTINUED ON PAGE 180) 


*“Marketing” revised edition published by 
Ginn and Co., 1949. 
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A 


HOW WELL 
CAN YOU DRAW 


CONCLUSION ? 


MARTIN’S ll Y L OV E Lis TODAY’S BIG 
EXCITEMENT IN SMART SHOE LINES! 


EXTRA beauty... extra selling power...is a proven 
value in shoes made of NyloVel. This wonderful, 
100% nylon velvet has built phenomenal sales in 
all retail shoe departments. It is now moving up 
fast to become a high-style feature in prestige 
lines of women’s shoes. 


EVERYBODY likes MARTIN’S NyloVel! 


AS YOU inspect resort and spring lines, you're 
sure to pay extra attention to patterns fashioned 
of NyloVel. Just picture how your own customers 
would admire and buy such rich-looking, service- 
able shoes. 


THERE'S A strong selling story in NyloVel. Ask your 
manufacturer about it. 


SALES AGENTS: 


In Missouri, Illinois, Arkansas & lowa 


ERVIN C. MANSKE & CO. 
1602 Locust St., St. Louis 3, Mo. 


Elsewhere in U.S.A. & Canada 


SHAIN & CO. 
145 South St., Boston 11, Mass. 














CORPORATION 


New York 18, N. Y. 


FABRICS 


48 West 38th Street 
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Whether “The Boot Look” or “The Suit Look” 
inspires your new—season footwear, 
rely on the proven popularity of “SHAG” 
for an important feature: 
“SHAG” . . . textured leather excitement... 
SELLS on SIGHT! 


Easy to cut, to work, to buy! 








Make Fashion News 
3 
with BOOTS and SHOES 
} ff 


styled in 


THE TEXTURED LEATHER 


These designs available to shoe 
manufacturers, Write for your 
free sketches TODAY! 


Send for swatches or contact our representative ... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 South Street, Boston 11, Massachusetts 
“Fashion Right” Leathers from our Tannery, Penacook, New Hampshire 
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THE BOTTOM LINE 


TABLE 4 


PROFIT DERIVATION* BY TYPES OF STORES 


ALL ALL 
STORES | INDEPENDENTS 


FAMILY 
STORES 


FAMILY 
INDEPENDENTS 


COMPARISON OF TWO 
INDIVIDUAL 
FAMILY STORES 


A B 





NET SALES 
less cost of goods sold 
net of freight and discount 


100.0% 


63.3 


100.0% 


100.0% 


66.0 62.0 








GROSS PROFIT 


36.7 


34.0 38.0 








EXPENSES 


PAYROLL (including 
owner's salary) 


RENT 
ADVERTISING 
OTHER 


TOTAL EXPENSES 





OPERATING PROFIT 





There are to 
reach that bottom line in the operat- 


ing statement, as Table 4 can witness. 


many ways 


On the whole, we have not yet un- 
covered startling differences among 
the various types of stores with re- 
spect to operating profit as a per- 
centage of sales. The only exception 
seems to be in the specialty chains 
which reported about one per cent 
less in the bottom line than did other 
Outside of that ex- 
ception, all seem to hover within two 


types of stores. 


or three points of 4.5 per cent of sales. 

On the whole, chains seem to get 
there by using higher margins and 
offsetting them by higher expenses. 
This is true for both the family chains 
and specialty chains, except that the 
disparity is more aggravated in the 
specialty chains. 

There is not too much difference in 
advertising although the family chains 
do seem to spend a higher percentage 
than do the independents. 

There does seem to be a definite 
tendency for chains to spend one per 
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cent more on rentals and about two 
per cent more in “other” expenses. 
If this situation persists in future re- 
ports, we shall have to open up this 
miscellaneous group of expenses and 
see what makes it tick. 

Independents seem to run a little 
higher payroll percentage of sales, but 
not to an extent which is conclusive. 
There is some doubt in our minds 
about the handling of “owner’s salary” 
among the independents. 
respondents are becoming more frank 
with their answers, we shall ask for a 
separation 


Since our 


of owner’s salary from 
employes’ wages. 

On the whole we are not yet able 
to make clear distinctions for specialty 
stores as distinct from family stores. 
But, for what we have, it seems that 
the specialty store gets its operating 
profit in much the same way as do 
chains as a whole. The specialty store 
works with higher margins and higher 
expenses than does the family store, 
and ends up with little more profit. 

To illustrate further how each store 








has to balance its own profit elements, 
we rounded off the figures for two 
individual family stores and showed 
how each arrives at its profit (last 2 
columns in Table 4). 

Store A starts with a much lower 
margin ratio than the median for 
Family independents, but winds up 
with a higher operating profit. If 
store A’s higher payroll and advertis- 
ing costs are subtracted from its lower 
margin, it would show a margin of 
12 per cent before rent and “other,” 
compared with 14.4 per cent for the 
family But 
store A makes up this differential of 
2.4 per cent by spending 2.4 less 
for miscellaneous expenses. Now the 
0.7 per cent differential in rent be- 
comes added profit. 

Store B is a high net profit operator, 
being surpassed by only one quarter 
of the reporting family independents. 
He does this by holding his expense 
rate down to very nearly the median 
level of family independents while en- 
joying a much greater margin. 


independents’ median. 
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Of Sales After the Storm Is Over. . . 


In which we discuss various ways of getting the ship home to the 


port of Profit, and demonstrate that even the best could do better. 


Store B spends 0.8 per cent of sales 
more than the median for family inde- 
pendent rentals. He spends 1.8 more 
for advertising and almost the same 
(0.1 more) for miscellaneous expense. 
This excess of 2.7 per cent is almost 
entirely offset by his saving of 2.5 
per cent over the median payroll. 
Thus his expenses are only 0.2 more 
than the median while his margin is 
2.4 per cent greater. The difference 
of 2.2 per cent makes his operating 
profit percentage to sales 6.5 per cent 
as opposed to the family independent 
median of 4.3 per cent to sales. 

Nevertheless, both stores could find 
challenge in studying the elements of 
the median operation, just as all mer- 
chants who read these surveys can 
find challenge. This does not mean 
that challenge demands change, or a 
high degree of change, but it should 
provoke thought and study towards 
the possibility of change for the better. 

Table 4 is analyzed in further detail 
after a discussion on the quality of 
our figures and the distribution of our 
sample. 


General Quality of 
the Survey Figures 
© The second annual survey was much 
improved over the first—both in 
number and quality: but the dis- 
tribution by type of store was quite 
different (see section below). 
® The size and distribution of the 
sample lead us to believe that we 
are coming closer to a fair sam- 
pling of the industry as a whole. 
There is still room for improve- 
ment in the quality of the reports. 
We suspect a lot of guessing (how- 
ever well-informed the guesses may 
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be) about markups and markdowns 
by total store and by categories of 
merchandise. The same is true of 
turnovers, although we must say 
that the guesses followed very 
definite patterns. 

® Many more stores apparently were 
able to comb cash discounts out of 
their markup; but steps will have 
to be taken in future surveys to 
insure uniformity of practice. Those 
who reported cash discounts cen- 
tered on 1.8 per cent of sales. 
Many reported incoming 
freight as an expense. In such cases 
we made adjustments in gross profit 
and in expenses to reflect all freight 
as being part of the merchandise 
cost. There is a suspicion that some 
of the stores which reported freight 
separately did not have accurate 
figures, although the overall freight 
median of 1.5 per cent seems rea- 
sonable. 
As might be expected, the general 
quality of the figures improved as 
we went from small to large stores. 


stores 


Distribution of Stores by Type 
in Our Sample 
In reporting the results of the sur- 
vey by kind of store, the following 
distribution will explain some of the 
figure relationships. 
® Taking all reporting stores as 100 
per cent— 
Independent stores were 60 per 
cent and Chains 40 per cent of 
the total. 
Or Independents 
Chains 3 to 2. 
® Taking all stores again as 100 per 
cent— 
Family stores were 67 per cent 


outnumbered 


and Specialty stores, 33 per cent 
of the total. 
Or Family stores outnumbered 
Specialty stores 2 to 1. 
® Taking all Family stores as 100 per 
cent— 
Independent stores were 67 per 
cent and Chains 33 per cent of 
the total. 
Or Independents 
Chains 2 to 1. 
Specialty store reports were equally 
split Independents and 
Chains. 
Many more independents reported 
this year, so that their increase was 
much greater than the increase in 
chain reports. 
Many of the new reporters were in 
the class of smaller Family stores. 
Last year, the class of independents 
below $80,000 sales accounted for 
some 17 per cent of our total reports. 
This year they moved up closer to 
40 per cent. 


Adjustments to Get Table 4 
© In Table 4 the summary of all stores 
shows an operating profit of 4.5 
per cent of sales. This is derived 
from a gross profit of 37.9 per cent 
reduced by expenses of 33.4 per 
cent. The actual medians (Tables 
10, 1 and 3) were 4.5, 38.0 and 
33.2. It will be seen, therefore, that 
little tortion had to be applied to 
the actual medians of margin and 
expense in order to arrive at the 
profit of 4.5 per cent of sales. 
© The same holds even more true for 
the summaries of all independents 
and all family stores where adjust- 
ments of gross profit and expense 
(CONTINUED ON PAGE 134) 
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THE BOTTOM LINE 


TABLE 4 


PROFIT DERIVATION* BY TYPES OF STORES 


ALL 
STORES 


FAMILY 
STORES 


ALL 
INDEPENDENTS 


FAMILY 
INDEPENDENTS 


COMPARISON OF TWO 
INDIVIDUAL 
FAMILY STORES 


A B 





NET SALES 
less cost of goods sold 
net of freight and discount 


100.0% 100.0% 


66.0 62.0 








GROSS PROFIT 


34.0 38.0 








EXPENSES 


PAYROLL (including 
owner's salary) 


RENT 
ADVERTISING 
OTHER 


TOTAL EXPENSES 





OPERATING PROFIT 


18.5 


4.5 4.2 


3.0 2.7 
6.5 
32.5 31.3 


4.2 











4.3 








There are many ways to 
reach that bottom line in the operat- 
ing statement, as Table 4 can witness. 
On the whole, we have not yet un- 
covered startling differences among 
the various types of stores with re- 
spect to operating profit as a_per- 
centage of sales. The only exception 
seems to be in the specialty chains 
which reported about one per cent 
less in the bottom line than did other 
types of stores. Outside of that ex- 
ception, all seem to hover within two 
or three points of 4.5 per cent of sales. 

On the whole, chains seem to get 
there by using higher margins and 
offsetting them by higher expenses. 
This is true for both the family chains 
and specialty chains, except that the 
disparity is more aggravated in the 
specialty chains. 

There is not too much difference in 
advertising although the family chains 
do seem to spend a higher percentage 
than do the independents. 

There does seem to be a definite 
tendency for chains to spend one per 
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sugntiy f um up To 


cent more on rentals and about two 
per cent more in “other” expenses. 
If this situation persists in future re- 
ports, we shall have to open up this 
miscellaneous group of expenses and 
see what makes it tick. 

Independents seem to run a little 
higher payroll percentage of sales, but 
not to an extent which is conclusive. 
There is some doubt in our minds 
about the handling of “owner’s salary” 
among the independents. Since our 
respondents are becoming more frank 
with their answers, we shall ask for a 
separation of owner’s salary from 
employes’ wages. 

On the whole we are not yet able 
to make clear distinctions for specialty 
stores as distinct from family stores. 
But, for what we have, it seems that 
the specialty store gets its operating 
profit in much the same way as do 
chains as a whole. The specialty store 
works with higher margins and higher 
expenses than does the family store, 
and ends up with little more profit. 

To illustrate further how each store 


5.9 


xdd to the whole, median profits were 


the profits shown 


19.0 16.0 


3.5 5.0 


3.0 4.5 


3.5 6.0 
29.0 31.5 


5.0 


6.5 








has to balance its own profit elements, 
we rounded off the figures for two 
individual family stores and showed 
how each arrives at its profit (last 2 
columns in Table 4). 

Store A starts with a much lower 
margin ratio than the median for 
Family independents, but winds up 
with a higher operating profit. If 
store A’s higher payroll and advertis- 
ing costs are subtracted from its lower 
margin, it would show a margin of 
12 per cent before rent and “other,” 
compared with 14.4 per cent for the 
family independents’ median. But 
store A makes up this differential of 
2.4 per cent by spending 2.4 less 
for miscellaneous expenses. Now the 
0.7 per cent differential in rent be- 
comes added profit. 

Store B is a high net profit operator, 
being surpassed by only one quarter 
of the reporting family independents. 
He does this by holding his expense 
rate down to very nearly the median 
level of family independents while en- 
joying a much greater margin. 
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What's Left 
Of Sales After the Storm Is Over. . . 


In which we discuss various ways of getting the ship home to the 


port of Profit, and demonstrate that even the best could do better. 


Store B spends 0.8 per cent of sales 
more than the median for family inde- 
pendent rentals. He spends 1.8 more 
for advertising and almost the same 
(0.1 more) for miscellaneous expense. 
This excess of 2.7 per cent is almost 
entirely offset by his saving of 2.5 
per cent over the median payroll. 
Thus his expenses are only 0.2 more 
than the median while his margin is 
2.4 per cent greater. The difference 
of 2.2 per cent makes his operating 
profit percentage to sales 6.5 per cent 
as opposed to the family independent 
median of 4.3 per cent to sales. 

Nevertheless, both stores could find 
challenge in studying the elements of 
the median operation, just as all mer- 
chants who read these surveys can 
find challenge. This does not mean 
that challenge demands change, or a 
high degree of change, but it should 
provoke thought and study towards 
the possibility of change for the better. 

Table 4 is analyzed in further detail 
after a discussion on the quality of 
our figures and the distribution of our 
sample. 


General Quality of 
the Survey Figures 
© The second annual survey was much 
improved over the first—both in 
number and quality: but the dis- 
tribution by type of store was quite 
different (see section below). 
® The size and distribution of the 
sample lead us to believe that we 
are coming closer to a fair sam- 
pling of the industry as a whole. 
There is still room for improve- 
ment in the quality of the reports. 
We suspect a lot of guessing (how- 
ever well-informed the guesses may 
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be) about markups and markdowns 
by total store and by categories of 
merchandise. The same is true of 
turnovers, although we must say 
that the guesses followed very 
definite patterns. 

© Many more stores apparently were 
able to comb cash discounts out of 
their markup; but steps will have 
to be taken in future surveys to 
insure uniformity of practice. Those 
who reported cash discounts cen- 
tered on 1.8 per cent of sales. 

® Many stores reported incoming 
freight as an expense. In such cases 
we made adjustments in gross profit 
and in expenses to reflect all freight 
as being part of the merchandise 
cost. There is a suspicion that some 
of the stores which reported freight 
separately did not have accurate 
figures, although the overall freight 
median of 1.5 per cent seems rea- 
sonable. 
As might be expected, the general 
quality of the figures improved as 
we went from small to large stores. 


Distribution of Stores by Type 
in Our Sample 
In reporting the results of the sur- 
vey by kind of store, the following 
distribution will explain some of the 
figure relationships. 
® Taking all reporting stores as 100 
per cent— 
Independent stores were 60 per 
cent and Chains 40 per cent of 
the total. 
Or Independents 
Chains 3 to 2. 
© Taking all stores again as 100 per 
cent— 
Family stores were 67 per cent 


outnumbered 


and Specialty stores, 33 per cent 
of the total. 
Or Family stores outnumbered 
Specialty stores 2 to 1. 
® Taking all Family stores as 100 per 
cent— 
Independent stores were 67 per 
cent and Chains 33 per cent of 
the total. 
Or Independents 
Chains 2 to 1. 
Specialty store reports were equally 
among Independents and 


outnumbered 


split 
Chains. 
Many more independents reported 
this year, so that their increase was 
much greater than the increase in 
chain reports. 
Many of the new reporters were in 
the class of smaller Family stores. 
Last year, the class of independents 
below $80,000 sales accounted for 
some 17 per cent of our total reports. 
This year they moved up closer to 
40 per cent. 


Adjustments to Get Table 4 
© In Table 4 the summary of all stores 
shows an operating profit of 4.5 
per cent of sales. This is derived 
from a gross profit of 37.9 per cent 
reduced by expenses of 33.4 per 
cent. The actual medians (Tables 
10, 1 and 3) were 4.5, 38.0 and 
33.2. It will be seen, therefore, that 
little tortion had to be applied to 
the actual medians of margin and 
expense in order to arrive at the 
profit of 4.5 per cent of sales. 
© The same holds even more true for 
the summaries of all independents 
and all family stores where adjust- 
ments of gross profit and expense 
(CONTINUED ON PAGE 134) 
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Markup and Markdowns 


Markup and Markdowns are too important as elements of growth 
and profit to be made the subjects of guessing. This is an area 
where effort devoted to records and study could pay off. 


Markup Initial Markup % = This is a useful formula for budget- 


IN LAST YEAR’S SURVEY WE $22,400 -- $2,800 + $4,667 ing—for figuring combinations which 
i sfAy ut » . “4 i p ’ 7 ' 


REFERRED TO MARKUP AS THE = scott Ta ole 
PAYMASTER, since it had to provide $70,000 + $4,667 pao nage dine ora: fie nonce 


conditions or what might happen to 


would show what might happen under 

















for all the costs of doing business plus $29,867 . ; 
eh on ‘sk Des amnenitnentenae = 40%, sales and profits if markup were raised 
a profit for the risk and effort. $74,667 
or lowered. 
Arithmetically the idea may be ex- : ald oye 
| as foll Ordinarily, Likely’s markups from 
wressed as ws: : : . , eck 
press _— If percentages were used, the for- year to year will swing in narrow 
Initial Markup = mula would read: ranges about the 40 per cent point, 
Expenses + Operating Profit +- because his markup, in a sense, de- 
. . n° °o ome * . 
Retail Reductions Initial Markup %/ = termines the kind of store he runs, and 
: the kind of store determines the 
Sales + Retail Reductions 32 + 4+ 6.67 : ; 
— markup range. Were he to decide on 
This formula holds true whether 100 + 6.67 competing with the discount houses 
dollars or percentages are used. In 42.67 by lowering his markup some 10 per 
Likely’s case, if dollars were used, the : — 40% cent. he would have to become a 
= ° , : 
formula would read: 106.67 (CONTINUED ON PAGE 138) 
to 
TOTAL inder & f stor n above markup bracket & MEDIAN 
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Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 38) 


Stepped up union efforts to or- 
ganize more retail and other white 
collar workers gives the new labor 
law special significance to mer- 
chants. Several provisions of the 
new law either directly or indirectly 
apply to retail unionization efforts 
or to retail management-labor dis- 
putes. 

The new law will give many 
stores their first protection against 
coercive union picketing and for 
the first time provide them with a 
place to turn for help against illegal 
or damaging union activities. 

The new law closes the gaping 
hole between federal and state con- 
trol of labor-management disputes. 
Now, state agencies and courts may 
use state laws in controlling labor 
disputes for firms with gross annual 
sales of under $500,000 a year. 

Formerly, the National Labor Re- 
lations Board would handle only 
disputes in firms with volumes 
above that figure. But federal courts 
had barred state officials from step- 
ping into disputes which the federal 
agency refused to handle. Thus 
state laws now may be used to in- 
sure for both management and la- 
bor that labor disputes will be con- 
ducted by legal ground rules. 

In a controversial section dealing 
with picketing, the new law flatly 
prohibits a union from so-called 
consumer picketing—marching pick- 
ets urging customers of a store not 
to patronize it because it is selling 
a product of a manufacturer with 
whom the union is having a dispute. 
Legally, such picketing is now an 
outlawed secondary boycott. 

However, the new law contains a 
union-sought sweetener which spe- 
cifically permits anti-employer pub- 
licity, such as newspaper advertise- 
ments, urging customers not to 
trade. 

In addition, the new law permits 
a retail employer to demand a union 
election among his employes when a 
union is engaged in organization 
picketing—picketing to try to force 
the employes to join and the store 
to recognize the union. This man- 
datory election may be used if the 
picketing is halting deliveries of 
goods to the store or forcing trades- 
men to keep out of the store because 
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they refuse to cross the picket line. 
+ 

A leading labor lawyer says some 
of the provisions in the new labor 
reform law will take years to inter- 
pret. 

Archibald Cox, a Harvard profes- 
sor and labor adviser to Senator 
John F. Kennedy (Massachusetts 
Democrat), says the key issues of 
hot cargo, secondary boycotts, and 
blackmail picketing will have to be 
settled by the federal courts. He 
points out that much of the sub- 


oe as aseiatiaaes 


the 


FACTS 


favor you! 





stance of the 12-year-old Taft-Hart- 
ley law has been defined not by the 
language of the statute so much as 
by court decisions. 

. 

Merchants and buyers who travel 
to market will soon be able to spend 
up to $18.75 per day away from 
home without having to account to 
the Internal Revenue Service on 
how this sum is spent. 

At present, the maximum amount 
that may be deducted on tax re- 

(CONTINUED ON PAGE 92) 


It’s a fact that British Walkers are habit forming! Customer records 
reveal that the average first pair purchase produces a steady cus- 
tomer for the store, the line and (often) the style. This profitable 
repeat business is based on actual, demonstrable advantages. 











WIDTHS 
AAAA to EE 
SIZES to 14 


it’s a fact. The unusually } 
wide size range offers an ex- 
act fit to cradle every foot. 








It’s a fact. Your sales are 
supported by strong national 
advertising in THE NEW 
YORKER, SPORTS ILLUSTRATED 
and ESQUIRE. 





STYLE 6267 
Burgundy Cordovan 


STYLE 6268 
Golden Grain 


Most British Walkers from $20.95 







SMITH SYNCHRO-FLEX CONSTRUCTION 


Tempered steel shank 
with exclusive leaf- 
spring arch support. 


Pliant innersole with 
deep cushioned filler. 


Upper leather soo 
for flexibility. 


It’s a fact. This engineered construc- 
tion supports the arch with steel 
strength, adapts to the natural move- 
ment of the foot. Combines firm heel 
to ball-of-foot support with cush- 
ioned flexibility. 


BRITISH X 
WALKERS, 


Write, wire or phone today for complete 
information, E. e Tayr Corp. regen tie 
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GENUINE 






BARBOUR 


Yj 
S PATENTED 


SOLID LEATHER 











Recognized as a mark of quality STORMWELT provides a 
tighter seam and more uniform rib for that neat, crisp 
American look required by leading manufacturers. Again in 
1960 STORMWELT plays its part in new styling . . . bringing 
that EXTRA value to America’s finest footwear. 


BARBOUR WELTING COMPANY 


BROCKTON 68, MASS. 
EST. 1892 
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Markdowns 





Terror or Tool 2 


They’re both. Markdowns are both terror and tool. Terror, 
because they mean loss of potential profit and sometimes even 
actual, out-of-pocket loss. Tool, because when you’re appar- 
ently “stuck with them,” they can be converted into a positive 
source of extra volume. 


TABLE 7 





MARKDOWNS BY TYPE OF STORE 
%o of sales 



































by WILLIAM R. BURSTON 
Megr., Merchandising Div., 
National Retail Merchants Assn. 


Hence, terror. If at one time or an- 
other—yes, even many times—you 
haven't lain awake nights sweating 
because of some serious mistake in 
your stock, then you're just plain 
lying. Big store man or small store 
man, both have had this experience. 
And the small man’s has probably 


Who said, “It’s harder to run a 
small store than a large one?” You 
said it and I said it and hundreds like 
us said it. Because we've proved it, 
unfortunately. Markdowns make every 
store terribly small, however big it 
may appear to be. 

So the first way to cut down mark- 
downs is to know what you are doing 
—to know what—to know. | repeat: 
The first way to cut down markdowns 
is to know what youre doing—to 


KIND OF STORE MEDIAN | peRivED 
FROM | MEDIAN 
4 REPORTS 
All Stores 5.7 4.9 
All Independents 6.0 7.1 
All Chains 5.5 4.2 
Family Stores 6.3 6.4 
Family Independents 6.0 7.4 


AVOID MARKDOWNS? As effec- 
tively as you can avoid love. Diminish 
them? Obviously. How? By knowing 
more about what you're doing than 
you knew yesterday. By better selec- 
tion. By better salesmanship and dis- 
play. By better record-keeping. By— 
baloney! 

I’m as sick of such unction as you 
are. This is the preacher telling his 
flock, “Do as I tell you to do; don’t 
do as I do.” We “do” when we 
shouldn’t, and we don’t 
should. That’s why we're frequently 
in terror. 

Markdowns are an evil and I'd like 
to see them abolished. I’d like to see 
us sell everything we buy, and at full 
I'd like to see us know our 
customers’ needs so well that every 
style we buy is just what they want, 
and every size relationship, precisely 
the right one for our kind of customer. 


when we 


price. 


But it doesn’t work out that way. 
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been more hair-turning. 


The big store man has traffic into 
which to pour his mistakes. The small 
store man hasn’t: the stuff just sits 


Dis- 


there. Marked down? 


TABLE 8 


Sure. 
played? Sure. PM’d or spiffed? Sure. 


know what—to know. 


Markdowns 


are 


avoided 


in 


the 


buying. It’s your money you're put- 


ting 


into it—money, hard money, 


landlord money, coffee and sugar and 
(CONTINUED ON PAGE 158) 












































; MARKDOWNS BY CATEGORIES 
MARKDOWN MEDIAN MARKUP MEDIANS 








CATEGORY AS % OF SALES FOR COMPARISON 
Total | Chains Ind. Total | Chains - Ind. 
Women's Fashion and Novelties 8.4 8.0 9.0 45.2 45.0 5.5 
Women's Casuals 6.0 5.8 : 6.0 ok: 423 “445 | as . 
Women's Other 5.0 5.0 48° 41.2 [ 42.9 | 407 | 
Men's and Boys’ 5.0 5.3 3.6 40.5 41.3 40.3 ‘i 
Children's ao | 39 | 40 | 0s | ao9 | aoe | 
Slippers ' 4.5 49 [ 3.0 40.4 41.3 Be 40.0 
Rubber and Weather as | 49 | us 39.6 | 404 | 386 
Canvas 2.7 5.0 2.0 i 40.0 vy 39.2 
— ao Pen pe) me ed? gh eae ft eek | 
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Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 89) 


turns without itemization is $15. 
The National Retail Merchants 
Association is conferring with In- 
ternal Revenue officials over the 
proposed higher allowances. NRMA 
points out that a buyer spends at 
least $20 a day while on a buying 
trip. The cost of a hotel room takes 
up most of the $20, the NRMA ob- 
serves, with meals, taxis, carfare, 
and other expenses often pushing 


HAVE 
YOU 
NOTICED... 


the daily total over the $20-mark. 

A new Internal Revenue Service 
Regulation, increasing from $15 to 
$18.75 the maximum that may be 
deducted without itemization, is ex- 
pected to be ready for issuance 
soon. 

e 

President Eisenhower, not the 
Congress, set the pattern for new 
laws this year. 

A survey of accomplishments by 
this year’s Congress 
shows a clear-cut preference for 
the legislation pattern laid down by 


session of 





—. 


| 


MMaAewredie 


IN STOCK 


No. 84 Brown Alpine 
No. 85 Black Alpine 


that the nation’s leading foot- 


fitting specialists use Alden-Pedic shoes to satisfy 


“hard-to-fit” cases and build a profitable repeat 


business? If you haven't... may we tell you 


about our exclusive Foot-Balance® program? 


Cc. H. ALDEN SHOE COMPANY 
Caslon Boclmahers Sence 1884 


BROCKTON, MASSACHUSETTS 


the Eisenhower Administration 
rather than by the Democratic lead- 
ers, who are in control of both the 
Senate and the House. 

The reason is plain: Ike is still 
popular enough to insist upon—and 
get—just about everything he asks 
in the way of new federal laws. 

Although Mr. Eisenhower will be 
out of the White House in a little 
more than a year, his prestige with 
the voters appears to be at an all- 
time high. The more politically 
alert members of the Senate and 
the House are well aware of his 
enormous popularity. As a result, 
they have been extremely reluctant 
this year to undertake any open po- 
litical attacks on him. 

When the present Congress took 
office only nine months ago, Demo- 
cratic leaders were flushed with vic- 
tory and boastful of their plans for 
nullifying Mr. Eisenhower’s legis- 
lative program and for substituting 
their own. 

The President’s budget, revealed 
in January, was a “horse-and-buggy” 
affair, they sneered. They disclosed 
grandiose plans, concurred in heart- 
ily by labor leaders, for some aston- 
ishing increases in nondefense fed- 
eral spending programs, for repeal 
of the Taft-Hartley law, and for a 
long list of new federal controls 
over industrial and business man- 
agement. 

But the Administration’s an- 
tenna, more finely tuned to the tem- 
per of the voters, signaled the time 
was right for a hold-the-line fed- 
eral budget. 

At the same time, Mr. Eisen- 
hower and his Cabinet reaffirmed 
their belief in maintaining a hands- 
off policy in the areas of business 
regulations and in labor-manage- 
ment relations. 

Whether they decided to hold 
down the budget because they be- 
lieved it to be fiscally wise or be- 
cause they sensed it was a politi- 
cally prudent step is beside the 
point; the point is the White House 
“economy” position was _ exactly 
what the voters wanted this year. 

am 

The number of merchants who go 
bankrupt each year is still rising. 
Of the total number of bankrupt- 
cies, however, the percentage of 
wage-earner-bankrupts is steadily 
rising, whereas the percentage of 

(CONTINUED ON PAGE 107) 
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THE PARADER, a beautifully 
tailored walking pump with 
tear-drop underlay on vamp, 
string bow, 14/8 heel. One of the 
"Exquisite Shoes by Fox, New York”, 


it is built on the Carrie last 


and crafted in 


HUBSCHMAN'S CALF 


* 


#507 Flight Blue. 
Available also in Black 
#516 Basque Red 


Ss, 


#557 Briarwood 
#3370 Bombay, 
#3375 Spring Brown 


and other Hubschman colours... 


by Fox Shoe Manufacturing Corporation, New York 3. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 
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TURNOVER 
Putting Your Money to Work... 


How many merchants would throw packages of money onto the shelf 


and let them gather dust for six months to a year or more? Why do it 


with merchandise? 


TURNOVER OF MERCHANDISE 
is still a major problem plaguing the 
shoe retailer. If turns are slow because 
goods like men’s and boy’s and chil- 
dren’s shoes have relatively low fashion 
obsolescence, the question arises 
whether more rapid changes in styl- 
ing would sell more shoes. Certainly 
this would have less effect on chil- 
dren’s where foot growth and wear 
and tear produce the major motiva- 
tion for new purchases by customers. 
In men’s shoes a little inspired obsole- 
scence might be more helpful to sales 
volume. 


TABLE 9? 


But this kind of prodding brings 
its own headaches to retailers, as wit- 
ness the case of Women’s fashion and 
novelty shoes, where seasonal changes 
and fashion obsolescence run high. 
What with long delivery periods and 
the multiplicity of selection factors 
like size, width, color, material, lasts 
and patterns, the turns are deplorably 
slow for the penalty imposed on the 
retailer who gets stuck. 

As shown in Table 9, the median 
turn for women’s fashion and novelty 
shoes is 2.4, which is another way of 
saying that on the average there is a 
5-month supply of goods on the shelves 
(12 ~ 2.4). Allowing for the fact 


COMPOSITE TURNOVER 





WOMEN'S | 

FASHION 
AND 

NOVELTY 


WOMEN'S 
CASUALS | 


NUMBER OF 
TURNS 


———+ 


50 





WOMEN’S | 
OTHER 


MEN'S 
AND 
BOYS' 


|CHILDREN'S SLIPPERS 








that the cost of goods in this category 
is 60 per cent of retail, the merchant 
who pays his bills in 30 to 60 days 
has a considerable amount of his own 
money tied up in a constantly de- 
preciating inventory. 

This very rough approximation of 
capital investment in goods indicates 
an even worse picture in most other 
categories since, with the exception of 
women’s casuals, their turnover rate 
seems to be about 2 per year. This 
means that they are in 6 months’ sup- 
ply on the average. 

This is just one slant on the prob- 
lem. The major penalty for slow turn- 

(CONTINUED ON PAGE 114) 
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Yardsticks for Retailers 
Other ways of measuring profits. - - 


We are so accustomed to measuring everything in terms 
of percentage of the sales dollar that the factors men- 
tioned in this article become refreshing perspectives. 


RETAILERS have a number of 
yardsticks that enable them to identify 
strong and weak points in their man- 
agement and Business 
theorists—better known in the trade 
as eggheads—call these yardsticks 
analysis ratios. Unfortunately, rela- 
tively few retailers understand either 


operations. 


the true nature of, or the correct use 
of these yardsticks. As a result, the 
average retailer who uses these yard- 
sticks is probably more likely to dam- 
age than to improve the status of his 
business. Since retailers usually under- 
write, either directly or indirectly, 
most of the costs of the agencies that 
develop these yardsticks, they place 
themselves in the unenviable position 
of spending money to lose money. The 
situation is as unnecesary as it is para- 
doxical. 


Nature of Yardsticks 


Basic to an understanding of the 
true nature of these yardsticks is the 
realization that they are only guide 
posts and not inflexible goals to be 
attained at any cost. This is inherent 
in the fact that the yardsticks grow 
out of the actual operations of many 
different retail stores. Although the 
stores may be in the same annual sales 
group and handle the same classifica- 
tions of merchandise, they vary greatly 
in their specific characteristics because 
of such factors as differences in the 
capabilities and tastes of their respec- 
tive owners, in the types of communi- 
ties where they are located, and in the 
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socio-economic status of their custom- 
ers. It is factors such as these that 
determine an individual store’s mer- 
chandise mix, its promotional em- 
phasis and its service policies. 

Thus, no two stores are exactly alike 
and their experiences differ accord- 
ingly. 
tempting to mold itself in another 


Consequently, any store at- 


store’s image appears doomed to 
mediocrity if not complete failure. The 
use of yardsticks by retailers for this 
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as reporting data permit 
specific purpose may centribute ma- 
terially to the unreasonably large num- 
ber of business failures in the retail 
trade each year. 


Use of Yardsticks 


A good way for retailers to know 
how to use these yardsticks correctly 
is to know how the yardsticks are de- 
veloped. The usual practice is for a 
collecting agency such as a trade as- 
sociation, a college or university, a 

(CONTINUED ON PAGE 140) 
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ACCOUNTING And 


AX REGULATIONS have imposed upon all stores 

the need for a certain amount of analytical book- 

keeping. In many cases it would require just a little 
more thought and a small amount of extra work to get 
certain key figures which would make one’s statement 
comparable with published reports and more useful for 
studying the bus‘ness with a view to better progress and 
greater profit. 


Minimum Records and Reports 
Minimum requirements call for four sets of records and 
two or three reports. The records comprise: 
1—A daily cash report to check on cash and to pro- 
vide analytical data for posting to the summary 
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The Analytical Cash Report 


Beyond these minimum requirements, bookkeeping can 
be expanded endlessly. Our concern is with the small 
expansions which can pay their way even with small 
stores. Consider the Daily Cash Report for example. 
Figure 1 shows a simple printed form which was pub- 
lished by the U. S. Department of Commerce in a bulletin 
now out of print. It provides a daily cash journal and 
deposit record as well as a journal for those who have 
charge business. A form like this may be available at 
the local stationery store or can be printed very cheaply 
and so be adapted to the individual merchant’s needs. 
“Received on Account” titles, may be eliminated where 
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book or ledger and for sales taxes. 
2—A summary book for preparing profit and loss state- 
ments (operating reports) and tax returns; 

3—A payroll record for preparation of tax reports; 
4—A record of fixed assets to determine depreciation 
charges and for preparation of the balance sheet. 

The reports comprise: 

1—A monthly or quarterly operating statement for 
assaying current progress; 

2—-An annual operating statement which is the basis for 
the tax return; 

3—An annual balance sheet with owner’s net worth. 


FIGURE 3 
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For taxes... for guidance. Fe 


A little extra effort can produce a lot in results. This article 


deals with small expansions 


there is no charge business. A Sales Tax entry can be 
inserted by those who are afflicted with that problem— 
and who isn’t? 

The back of the form may also be printed with analyti- 
cal headings. It might look something like Figure 2 
which distributes the daily sales by department and dis- 
tributes the cash expenditures by accounts comparable 
with the summary book to which they are posted. 


More Uses for the Cash Report 


The expense distribution is a must for tax reports. The 
sales distribution is a “luxury.” In Figure 2 there are 
seven departments corresponding to our annual survey 
groups. If saleschecks are audited as a check on the 
register, this distribution is very little added work. If 
sales information is available only from the cash register, 
the number of departments is limited to the number of 
distribution keys available on the cash register. Or a tally 
may be kept at the register for jotting down sales by 
department—a method which requires considerable dis- 
cipline if tolerable accuracy is to be achieved. 

If it is not practical to classify the store into several 
departments it may still pay to single one out for separate 
study, By any of the methods mentioned, a merchant 
might keep track of Women’s Fashion and Novelty shoes 
for a six-month or one-year study. Children’s could be 
the department separated for the next year. This prin- 
ciple applies to all kinds of analysis for the store which 
cannot afford continuous elaborate records. Break out one 
segment at a time and put it under the microscope. Even 


of the basic accounting data. 


the biggest retailers continually make special studies of 


this kind. 


More Production From the Summary Report 

Figure 3 illustrates the headings for a simple one book 
summary or ledger. All accounts will be recognized as 
postings from the Daily Cash Report (Figures 1 & 2). 
The added source of original entry is the check book. 
Certainly most of the merchandise purchase entries will 
be posted from that source. 

Here is another instance where dividends can be col- 
lected from a little extra effort. If the check stubs showed 
not only the total invoice payment, but also the freight 
charges and cash discounts from each invoice, the store- 
keeper could easily compile information on these mat- 
ters. (If all or most freight bills are paid in cash, an 
extra entry line could be made on the back of the cash 
report). Furthermore, it does not require too much work 
to break each invoice down by one or more departmental 
groupings. 

All that remains now is to add extra columns to the 
summary book to accommodate freight and cash discount 
information as well as departmental purchase postings. 
If the summary spread sheet seems too spread out at this 
point, a subsidiary ledger could be kept for merchandise 
purchases. 

Freight 

Merchandise costs are commonly considered as the cost 

of goods landed in the store. Therefore, inward trans- 
(CONTINUED ON PAGE 174) 
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\Some Psychological and Sociological Aspects of Shoes. 


The Folklore of Shoes 


EDITOR’S NOTE 


With this series on “Some Psychological and Sociological Aspects of Foot- 
wear,” Boot AND SHoE Recorper makes a significant contribution to a 
previously unexplored aspect of the industry. We expect that awareness of 
this dimension of footwear will be of great and continuing interest to everyone 
connected with shoes. 

The study was conducted by Dr. Charles Winick, a New York anthropologist 
and psychologist who is one of the country’s leading observers of clothing and 
retailing activities from a social science point of view. He has taught at ten 
universities, including M. I. T., Cornell and Columbia. In 1953, he gave the 
first college course in how to apply the social sciences to marketing problems, 
and recently gave the first college course on the non-clinical applications of 
psychoanalysis. Dr. Winick has long been a consultant to industry and con- 
ducted many studies for companies of various kinds. He has written four 
books and many articles on the applications of social science. 

Among the subjects previously studied by Professor Winick are: taste on 
television, eating habits, changes in leisure patterns, the “silent language” of 
the classes, posture, sitting, walking, the image of retail stores, the psychology 
of price and many others. The interviews with men, women and children 





referred to in this report, were conducted over a five-year period. 


OTIVATION research became a major ob- 
ject of concern in marketing about ten 
years ago. Its results, as they became 
exposed in study after study, made it increasingly clear 
that manufacturers and retailers of many different kinds 
of products may have been in error in assuming that they 
‘knew why consumers were buying their products. 

With the introduction of newer research methods from 
psychology and the other social sciences, came evidence 
that many purchases were made on the basis of reasons 
of which the consumer was unaware. Or, if he was aware 
of the reasons, he may have had difficulty in putting the 
reasons into words. With the employment of the newer 
research methods, the outlines of some of the “whys” of a 
consumer purchase were becoming clearer. Manufacturers 
and retailers began to absorb some of the “why” kind of 
information into their marketing plans and activity. 

The study of motivational factors in the shoe industry 
is important because shoes represent a purchase which 
has generally been taken for granted by a majority of 
the industry. It has not been taken for granted by many 
consumers, who have attached much importance to the 
purchase of shoes and have surrounded it with a variety 
of individual and social connotations. The research con- 
ducted for this study has clarified some of these conno- 
tations of the shoe purchase. 

It is important for the shoe industry to study consum- 
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ers’ motivations in buying shoes so that the industry can 
use this knowledge in presenting shoes in a manner 
which is in line with consumers’ expectations, feelings. 
and impressions of shoes. The newer research methods 
also suggest how to determine the strengths and weak- 
nesses of the images of the various makes of shoes. The 
more we know about the components of a brand image, 
the better able are we to modify it in any desired direc- 
tion. 

The newer methods also enable use to see how larger 
social changes are reflected in what the consumer thinks 
and feels about shoes. 

People buy shoes for a wide variety of reasons over and 
beyond their need to wear something to cover their feet. 
These reasons provide a kind of symbolic added value 
afforded by shoes which no other article of clothing has. 
They may include the folklore connotations of shoes, the 
ways in which shoes express status, how the wearing of 
shoes italicizes a person’s place on the life cycle, the 
extent to which shoes permit a person to express his 
awareness of his or her role as a man or woman, and 
any special significance which shoes have to their wearer. 
This series of articles will explore these and related di- 
mensions of shoes, presenting an overview of the psycho- 
logical and socialogical aspects of footwear. 

Since manufacturers’ impressions of what shoes mean 
to consumers and how consumers buy shoes enter into 
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Shoe purchases have been taken for granted by a majority of the industry. 
Not so by consumers, who have attached importance to them and have sur- 
rounded shoes with a variety of social connotations. It is important that 
manufacturers and retailers know as much as possible about these attitudes. 


their advertising and other marketing activities, it would 
appear to be important for them to know as much as 
possible about consumers’ attitudes toward shoes. Re- 
tailers’ impressions of consumers are reflected in how 
they deal with consumers, so that it is also important for 
retailers to know as much as possible about the people 
who buy their products. The more we know about a 
market, the more effective are we likely to be in dealing 
with it. 

The important changes in American social life which 
have had considerable effect on every other aspect of 
social living have rubbed off on men’s and women’s 
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Through time shoes have played important 
roles in mythology, folklore, history and the 
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clothing attitudes and especially on their attitudes toward 
shoes. The more we understand such changes and their 
implications for shoe merchandising, the more likely are 
we to be able to cope with and derive advantage from 
them. 

Attitudes toward shoes can be inferred from shoes’ 
frequent appearance in myths, folklore, and popular 
stories, where shoes have long played a major role. 
Awareness of this extensive material, which has been 
accumulating for thousands of years, may be of con- 

(CONTINUED ON PAGE 190) 
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theater indicating social status, and place in 
the life cycle, and expressing personality. 





Status, Shoes and the 


The shoes people wear constitute a “silent language” which can com- 
municate a wide range of subjects, how they feel about their feet, 
themselves, their current status and about the status they would like. 


HOES have been a status symbol 
for thousands of years. Great at- 
tention was originally paid to the 

foot in the Orient, from which interest in the foot spread 
to the West. In the Orient, the foot was regarded as more 
beautiful than the hand and figured widely as a subject 
for art. Only those persons not considered to be in God’s 
grace, like penitents, slaves and prisoners, were not per- 
mitted to wear shoes. Uncovering the feet represented 
virtual nakedness in some religions. 

In both Greece and Rome, citizens wore better sandals, 
as well as better togas, as their status in the community 
improved. Inferior gods like Hecate, wore bronze sandals 
while their superiors, like Aphrodite, wore golden sandals. 
Many cultures have made the shoe the ultimate symbol 
not only of status but also of the sacred. In the Spain of 
Philip V, for example, women’s clothes touched the floor 
in order to cover their shoes. Their carriages had a 
mechanism which lowered in order to hide their feet as 
they disembarked. On one occasion, a nobleman who 
saved the Queen from death in a fire had touched her 














A child achieves an important kind 
of social maturity when he learns 
to tie his shoes. 


In 1860, when sneakers were original- 
ly developed for them, tennis and 
croquet were “Society” sports. 


foot while rescuing her. The King killed the transgressor 
with a pistol shot, even though he was grateful. 

In Spain, as in many other countries, seeing the feet 
was considered so intimate that it was referred to as “the 
ultimate favor.” A recent discovery in art history deals 
with the great Spanish painter Goya and one of his paint- 
ings of the renowned Duchess of Alba. The painting 
showed her pointing with her foot to Goya’s name written 
in the sand beneath her toe. Goya was evidently forced by 
the conventions of the time to paint over the area be- 
neath her foot—in his own painting—because of the 
intimacy suggested by the foot. When the painting was 
recently rediscovered, scraping revealed the area he had 
originally been required to paint over. 


Status and Shoes 


How shoes even today represent a clearly visible status 
symbol can be seen in the popularity of the “dirty buck,” 
or chino shade of buckskin. This shoe originated in the 


Ivy League colleges. For knockabout wear, the Ivy 





Note: Additional articles by Dr. Winick on the psycho- 
logical and sociological aspects of shoes will appear in future 
issues of Boot AND SHOE RECORDER. 
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Leaguer was eager to convey the impression that he 
doesn’t spend any time on his appearance, and hence 
dirties his bucks. 


The relationship between status and shoes can be seen 
in phrases like “well-heeled,” connoting a relatively well- 
to-do person because his shoes have been heeled. We also 
speak of people who have pulled themselves up “by their 


° 


own bootstraps,” without the help of others. How impor- 
tant a symbol of status and achievement shoes can be was 
seen in a recent training session for a group of contrac- 
tors which was conducted by the author. The contractors 
were shown a very large (4 ft. x 6 ft.) blow-up of a scene 
in a contractor’s office involving several people. They 
were asked to make up a story about what was happening 
in the scene. They differentiated among the three men 
in the scene, all of whom were wearing roughly similar 
clothing, entirely on the basis of the shoes they were 
wearing and the extent of their polish. They distinguished 
among the contractor who owned the business, the 
mechanic, and the clerk, by their shoes. 

The status functions of shoes are clearly seen in the 
success of the various forms of officers’ shoes, like the 

















Dirty Bucks are a studied attempt 
by the Ivy Leaguer to demonstrate 
a lack of interest in his appearance. 
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In Greece and Rome, citizens wore 
better sandals, as well as better togas, 
as their status improved. 


British officers’ chukka boot. The tennis shoe became 
popular, largely because of the extent to which tennis is 
believed to be an upper-class sport. The sneaker, in fact, 
was developed to provide appropriate footgear for the 
then upper-class sports of tennis and croquet, when they 
became popular about 1860. 

Another shoe fashion which was originally upper-class, 
like sneakers, and which has trickled down in the social 
scale, is the woman’s stacked heel. Several decades ago, 
the traditional spectator shoe had a stacked heel, which 
was considered a very elegant fashion for wear at places 
like Newport and Palm Beach. In the last few years, the 
stacked heel has been used widely on popular priced 
shoes, suggesting that the spectator-leisure spirit has been 
absorbed by a much larger part of society. 


Borrowing Fashions 


The shoe industry has, in the past, engaged in borrowing 
from one sex’s shoes for the other. Early in the twentieth 
century, women adopted the man’s patent leather pump 
with a black grosgrain bow as a street shoe. The woman’s 
pump was adapted from the man’s dancing slipper of the 
mid-nineteenth century era. 

This kind of borrowing appears to be an area in which 
shoe manufacturers have not kept as well abreast as other 
clothing manufacturers. Most other manufacturers of 
different articles of men’s clothing have regularly been 

(CONTINUED ON PAGE 199) 
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Women and 


HOES have always been important to 

S women. How important they are can be 

seen in the care with which ancient chroni- 

cles almost always describe the footwear of the goddesses 

of the various early religions, whereas they seldom de- 
scribe the footwear of the gods with as much care. 

How important shoes are to the women of today can 
be inferred from the experience of builders of shopping 
centers. They have found that women’s shoe stores are 
more successful if three or four are close together, than 
if there is only one in a shopping center. The stores 
have found that they all do more business because women 
like to go from one store to the other and comparison 
shop shoes much more than they do for any other article 
of clothing. Most women look at shoe store windows 
more often than they look at any other kind of clothing 
store windows. 





Their Shoes 


They are usually looking for a shoe that will tie a 
costume together, whether or not they have all the other 
components of the costume. The reason for the continu- 
ing nature of this quest is that most women realize, 
consciously or otherwise, that the shoe is a kind of period 
—the point at which attention stops—to the sentence of 
the whole costume, just as gloves are like parentheses 
which set off what is in between. The shoe is the most 
important element in the line of the costume. A costume 
which tried to create a feeling of slenderness would almost 
have to have a slender heel and pointed toe. The im- 
portance of shoes is seen in the extent to which it is con- 
sidered a sign of good taste for a woman to discuss how 
many pairs of shoes she has. She will proudly exhibit the 
shoes on display in the shoe rack in the closet, whereas 
she is not likely to exhibit any other article of clothing 
as enthusiastically. 


Women look at shoe store windows more than they look at any other kind of store windows. 
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W omen are extremely conscious of their legs and feet as symbols 

















of gentility, personality and appearance. They regard shoes as 
the most important item in their wardrobes, and use them as a 


device for subtle self-expression. 
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The importance of shoes to a woman is evidenced by the extent to 
which it is considered a sign of good taste for her to discuss how 
many pairs of shoes she has in her wardrobe. 


One reason for the central importance of shoes is that herself into her choice of color, style, heel height, straps, 
a woman can use shoes to express herself relatively buckles, bows, bareness, toe shape, and many other di- 
subtly. With shoes, she can express what she might be mensions of the shoe. The original purpose of such dif- 
afraid to express, for example, by wearing a tight sweater ferent elements of a shoe is no longer remembered, as 
or daringly tinted fingernails. How aware women are of these elements have been adapted for modern needs. For 
the importance of their feet and legs can be seen in how example, the high heel for women, when it was originally 
aghast a woman may be at having a run in her stocking, introduced in the eighteenth century, was designed to 
whereas the same woman may have safety pins holding up _ reduce the accentuation of the abdomen and increase the 
another part of her costume or be wearing a torn slip. wearer’s height. Its return to favor in the skyscraper era 
Women will even wear stockings that are too short in has primarily served the purpose of making the foot look 
order to avoid having them wrinkle, because of their smaller and making the bosom and hips prominent. 
vanity about their legs and feet. A symbol of exactly the opposite kind of expression as 

The shoe is a symbol of how the woman wants to that conveyed by the high heeled shoe is the casual. The 
project herself to the world. Just as the wearing of the casual shoe era began around 1940, with the beginning 
clutch coat says, in effect, “I walk very little, have some- of the manufacture of soft and flexible shoes in a variety 
one who will carry my packages, and am dependent and of colors. As women spend more time in the home, they 
protected,” so certain types of shoes say the same thing. wear more play shoes, without regard to the reasons for 
A pair of shoes can be used as an even clearer indication the original use of casual shoes. 
of a woman’s status and role than a clutch coat. The enormous interest of women in shoes is a reflection 

A woman buying a shoe can project her fantasies of (CONTINUED ON PAGE 178) 
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Report on the Russian Shoe Industry: 


Shoe Stores in Russia 


USSIAN shoe stores are unique 

in various respects. Most are 

drab and depressing in inside 
appearance. They are clean enough, 
and fairly well arranged in layout. 
Imagine a large, squarish room. 
Along the walls are the “displays” of 
shoes. Beneath the displays, about 
hip high, is the stock, usually in boxes, 
with additional stocks in the back 
room. In front of the stock, going 
right around the room, are the seats 
for customers. The larger center space 
is open for movement of customer 
traffic. 
the inevitable cashier; and nearby is 


At one end of this space is 


the bundle counter. 

Most shoe stores are laid out in 
this but 
manner. The customers wait, two or 
three deep, hebind the seats until it’s 
their turn to be seated. 


utilitarian unimaginative 


There is a basic sameness in the 
appearance and layout of all shoe 
stores. That’s because they must fol- 
low a layout plan set down by the 
government bureau in charge of shoe 
For each “work 
area” for each salesperson is sup- 


stores. example, 


posed to be 17 square yards, and the 


stock area for each work place is 
supposed to be 13-14 square yards. 
The work area length is specified at 
2% yards, and the depth one and a 
third yards. The floor must be of 
granite, ceramic or crushed marble. 
The state even specifies window areas, 
lighting and fixtures. 

All this is very well—except that 
the “plan” and the actual conditions 
I saw 
many shoe stores, but not one where- 


are often remotely different. 


in the so-called work areas were used 
in accord with the plan. When crowds 
and confusion move in, the book goes 
out the window. 

While in one instance I was told 
that the average shoe store has 15-20 
salespeople, elsewhere I was told that 
the figure was six. From what I saw, 
The 
Russians called some of their stores 
For 
example, the department in GUM 


the latter was far more correct. 
or shoe departments “salons.” 


where women’s style shoes are sold is 
called a salon. From what I saw, an 
ordinary small-town American family 
shoe store is far closer to being a 
genuine “salon.” 

Each store is divided into sections 


Examples of unimaginative window displays and also high prices of men’s 
shoes. Divide prices by four to get prices in dollars. In actual purchasing 
power, prices are at least twice higher than that. 


according to shoe sizes. The French 
size system is used. For example, one 
section consists of sizes 34 and 35. 
The next, 36 (a more popular size) ; 
etc. The customer is supposed to 
know his or her own size, and is 
fitted in that section. She can’t be 
fitted in another section—even though 
her section may require a long wait, 
while another section may meanwhile 
be unoccupied. Clerks, too, stick to 
their own sections, even though at 
the moment they may be doing nothing 
while another section is crowded. Each 
to his own. 


The procedure is very basic. You 
patiently wait your turn (which may 
take from one-half to two hours) be- 
fore being seated. In front of the 
seats in each size section is a display 
of shoes (duplicating those in the 
window). You point to a style, state 
your size, and the salesgirl (all shoe 
salespeople are girls or women) hands 
you the shoe in your size. You do 
your own fitting while the salesgirl 
stands by. You may try on shoes in 
two or three or more styles, and the 
process is always the same. You de- 
cide finally on the style you want, 
decide if it fits, and you get a slip. 


You take the slip to the cashier, 
after another prolonged wait in line, 
and pay. A portion of the slip you 
then take to the bundle counter, wait- 
ing again until shoes 
wrapped. From one to four hours is 
about normal time required to com- 
plete the total transaction. 


your are 


A look at the interior displays 
(since 1957, shoes have come out into 
the open) and at first glance it ap- 
pears that the store has a lot of 
styles. But then you realize that each 
size—section display duplicates the 
styles in the other sections. 

How many styles are carried in the 
average Russian shoe store? I was 
told by one shoe industry spokesman 
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by WILLIAM A. ROSSI 


Are Drab and Uniform 


There is a basic sameness in the appearance of shoe stores in Russia because 
they must follow the same layout plan. Customers do their own fitting. 


that this was the average: 100 dif- 
ferent styles in women’s; 40 to 45 in 
men’s; 130 in children’s. 

this, I visited eight 
“average” shoe stores. My count of 
styles came out as follows—an aver- 
age, over-all: 22 women’s; 11 men’s; 
31 children’s (which included infants’ 
to boys’ and growing girls’). These 
are in city stores. In stores of smaller 
communities (say 25,000 or less), the 
count is much less. 

Almost all Russian shoe stores are 
family type, selling men’s, women’s 
and children’s shoes. Only a very few 
“specialize”—such as in sport or rub- 
ber footwear. All athletic shoes are 
sold only in sporting goods shops. 

Shoe store windows looked un- 
dressed, bare. The window area it- 
self is small, with limited depth and 
breadth. Only a few shoes are shown, 
usually of only one type per window 
(men’s, women’s, etc.) All shoes carry 
price tags. No effort whatever is 
made to merchandise the shoes via 
attractive window displays. The win- 
dows have a disinterested “shoes for 
sale here” look. To see window-dis- 
play shoes spreckled with a layer of 
dust, or sun-streaked, or a roost for 
flies, isn’t uncommon. 

I visited Russia’s finest and most 
modern shoe store, The House of 
Models, in Moscow. I spent a good 
span of time with its director, Ray- 
mond Sinitzen. I was impressed with 
his sound knowledge of shoe busi- 
ness, his excellent sense of fashion, 
and his almost-American approach to 
merchandising. He was exceptional. 
There was good reason for this. He 
was a trained economist, and also with 
some art training, and he had an in- 
tense interest in American shoe busi- 
ness practices. He was far superior 
in his job qualifications to most other 


Following 
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shoe store managers | met. Most were 
reticent, expressed little shoe knowl- 
edge beyond the standard “book”— 
and all seemed to have a harried look 
(though perhaps this is 
among shoe store managers). 

The House of Models is relatively 
new, and somewhat of an experimen- 
tal shoe store. Here, all of the new 
shoe fashions are “consumer tested” 
(a handful of other stores, though 
less modern, serve in the same man- 


universal 


ner.) If there’s more demand for 
certain styles than others, this is re- 
ported back to shoe industry officials 
who are then supposed to “adjust” 
style planning and production sched- 
ules accordingly. 

Further, 


complaints are noted in a book— 


customer comments or 
written in by the customer himself 
or by the salesperson. What do cus- 
tomers prefer in styles or colors or 
other features? The “test” stores are 


supposed to serve as the public 
barometer. Whether these expressed 


comments get action from the indus- 


Section of interior dis 


lay in Russia’s 
Moscow). Store is well-lighted, clean and attractive. 


a 3 

i a 

These shoes are on display at the 
permanent Scientific Exhibition in 
Moscow. They are supposed to be 
typical products of Soviet shoe in- 
dustry and are better than average in 
quality and styling. Unfortunately 
they are not available in shoe stores. 


try, or whether they’re simply filed, 
serving only as a vent for public 
opinion, I was unable to learn. The 
effort, however, seemed honest and 
sincere enough. 

I was told that the House of Models, 
Russia’s largest shoe store, does an 
annual volume of 120 million rubles, 
or about $30 millions. On the basis 
of about 300 working days, this is a 

(CONTINUED ON PAGE 151) 


most modern shoe store (in 
Always crowded, it 
has 70 employees, sells men’s, women’s and children’s shoes. 





In Black 
Rubber or 
Neoprene 
from 


$5.75 


Casy Ol 


TINGLEY Rubbers S-T-R-E-T-C-H.. 
provide a snug fit on 

any shoes from 

lightweights to 

brogues. 


from 


$2.75 
TINGLEY 


CLOG 


They outlast several Black * Brown 


pairs of shoes. Pure Gum 


easy olf 


TINGLEY — the original 

unlined rubbers are 

featherlight, 

washable, easily 

packed. , 

from a. , TINGLEY 
$2.95 — SANDAL 


TINGLEY 


Pure Gum 
TINGLEY’S NEW 10” BOOTS half the weight of 


ordinary lined arctics .. . they’re far more comfortable 
..- bellows action gives air circulation inside the boot. 
Provides long and rugged service. Easily washed, inside 
and out. 
p~At shoe stores and shoe departments, if not at yours, write for catalog m 


TINGLEY RUBBER CORPORATION *« RAHWAY 20, NEW JERSEY |! 
Established 1896 





! 
Name 


Address 





City Zone State 





Rubbers For Children * Adults * Farmers * Mechanics 


Boot and Shoe Recorder 





THIS ADVERTISEMENT 
WILL APPEAR 
IN 


The Saturday Evening 


POST 


OCT. 24" 


OTHERS APPEAR 


IN 


IN 


12 FARM 


MAGAZINES 
IN 


Parents 


MAGAZINE 


Nearly one half of all the 
families in this country will 
see Tingley advertising. 


* 
This advertising 


will work for you— 


IF YOU DISPLAY TINGLEY 
RUBBERS AND BOOTS. YOU 
MAKE MORE MONEY WITH 
Ya THE INVENTORY. 


RUBBER CORPORATION 


Rahway 6, New Jersey © Established 189 


October 15, 1959 





Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 92) 


merchant-bankrupts is declining. 

These new trends are reported in 
the annual report of the director of 
the Administrative Office of the 
U. S. Courts. 

The total number of bankruptcy 
cases filed in the 12-month period 
ending last June 30 reached an all- 
time high of 100,672. This is the 
third year in succession that this 
has been true. 

Of the total number of cases, only 
11,729 (11.7 per cent) were filed by 
merchants. The other 88,943 cases 
(88.3 per cent) were filed on wage- 
earners. 

The percentage of bankruptcy 
cases filed by merchants has been 
declining since 1955. In 1955, mer- 
chants filed 15.5 per cent of the 
bankruptcy cases. The percentage 
has dwindled steadily each year to 
11.7 per cent for fiscal 1959. 

More bankruptcy cases are filed 
in March than in any other month 
of the year. The fewest number are 
filed in December. 

A sum of $2 million for bank- 
ruptcy referees’ salaries has been 
appropriated for fiscal 1960—the 
same sum appropriated for 1959. 
The court administrative office says 
the sum is “barely sufficient.” 


Profile: Joseph Antell 


(CONTINUED PROM PAGE 72) 


it was a rather unusual arrange- 
ment, to say the least. Joe recalls: 
“Harry was a peculiar guy. He let 
you work all week. Keep your own 
records ... and on Saturday night, 
when the store closed around ten 
o’clock, he would ask how much I 
figured I had made for the week. 
Whatever the amount I gave him 
. . « he would arbitrarily deduct 
$10.00 and then pay the difference.” 

In 1928, Joe had had enough of 
this set-up. He went to L. P. Hol- 
lander Company, a very high grade 
shop. Here they sold Delman, Julius 
Grossman, Valley shoes. Those were 
the main lines . . . at prices from 
$16.95 . . . which were really high 
for those days. In this shop, Joe 
came to appreciate and get a feeling 
for quality shoes. He enjoyed sell- 
ing them; and would have stayed on 
and on but for the fact that Hol- 
lander went out of business in 1932. 


Joe’s next port of selling was with 
Barney Bluestein at Wilbar’s. Again 
it was on a commission basis. This 
time ... four per cent and he made 
out pretty well. He was well aware 
that in order to make a living you 
had to sell shoes. He tried to get to 
know everyone who came into the 
store. 

Add a couple of roving jobs and 
we will have sketched, in brief, Joe 
Antell’s journeying in the retail 
shoe business up to 1938 .. . when he 
went into business for himself. And 
guess how old he was .. . 29 years 
old ...a good age to be courageous 
and to venture. 

He opened a store in Brookline, 
Massachusetts. In 1948, he moved to 
Boylston Street in Boston. Here, they 
did a tremendous mail order busi- 
ness ... which derived from the ag- 
gressive advertising program they 
had set up. Earned them approxi- 
mately a million dollars. 

“In 1946, we opened our ‘big shop’ 
at Zero Newberry Street in Boston,” 
says Joe. “The ‘we’ in this case, is 
my brother, Matthew and I. We have 
equal shares in the business. He 
takes care of all the administrative 
duties and all the finances of the 
company, while I am concerned with 
buying, designing, merchandising.” 

There’s a second Joseph Antell 
shop in Wellesley, Mass. It was 
opened in ’43. Then the lease was 
sold to Thayer McNeil in 1946. The 
reason: they wanted a certain loca- 
tion in Wellesley, the corner ‘store 
in a specific area. A syndicate 
bought the property, built the stores 
and Antell leased the one they 
wanted. Their shop was opened three 
years ago and they’ve been doing 
“twice” the amount of volume they 
expected to do. 

“A strong adjunct of both stores,” 
says Joe, “is our Miss Antell Shop. 
Here we cater to the younger trade 
. .. debs, college girls, etc. It adds 
up arithmetically. Miss Antell enjoys 
the prestige of the ‘Big Store’ and, 
at the same time, our prices are 
more moderate. The average price 
is about $15.00. It’s a terrific traffic 
maker. 

“Our average price in the ‘Big 
Store’ is $23.00 a pair and we carry 
such brands as Palizzio, Bally, De- 
gas, Caprini, Sabrina, Erica . . 
and many other lines. We sell a lot 
of unbranded shoes . . . simply be- 

(CONTINUED ON FOLLOWING PAGE) 
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cause the name Joseph Antell has 
become a strong name in New Eng- 
land. Actually, people don’t buy 
shoes in our shop because we are 
branded ... as much as they do be- 
cause we are Joseph Antell. Our 
name carries the weight. We like 
to feel that the name connotes 
quality and prestige and that extra 
‘something’ for the customer who 
wants more than just an ordinary 
pair of shoes.” 

Joseph Antell has always believed 
in consistent, strong, aggressive na- 
tional advertising. He has spent as 
much as $300,000 to $400,000 in that 


- > ty 2 NV E W 


NO. 


FOR USE ON VULCANIZED SHOES 
MADE ON ELECTRICALLY HEATED 
ALUMINUM LASTS—WE'VE 

DEVELOPED THIS NEW #300 LPB. 


NUMBER 300 WITHSTANDS HEAT FROM 275° 
IS PERFORMANCE TESTED 


TO 300° AND 


WRITE OR WIRE TODAY FOR INFORMATION 
OR FOR REPRESENTATIVE TO CALL 


can 


MANUFACT pip Pa’ 
q 
t 


OMMERCIAL ST., MALDEN, MASS. 


media; and it has paid off. He says: 
“We have a national mailing list of 
about 70,000 people, across the U. S. 

. aside from our regular charge 
customers, who number some 50,- 
000.” 

Being responsible for the success- 
ful operation of the two stores has 
kept Joe Antell mighty busy . . . but 
not too busy to go beyond these con- 
fines. In the past several years he 
has been designing a line of Italian 
shoes, that have sold very well. He 
had always wanted to design shoes 
... and would sketch and outline his 
ideas to the manufacturers. 





PB THE STRONGEST BINDING ON THE MARKET 


stay company 





Then, in 1954... he really went 
into it more seriously. It began on 
a trip that he took with Ralph 
Abrams of Palizzio. They went to 
Italy and he watched these people 
working hard and long . . . under 
difficult circumstances. He had a 
natural sympathy for them. They 
were his “paisans”—for he had been 
born in Italy and his mother had 
brought him to the United States 
in 1914, when he was five years old. 
He wanted to do something for them 
and thought that maybe he should 
buy some of their shoes. He did and 
soon found out that they did not fit 
anyone. As he tells it: “That is when 
I decided that if I was going to 
stay in the Italian market, I would 
have to design the shoes . . . have 
them made over American lasts. So 
that when they arrived in the 
States, we would have-a chance to 
sell them, without taking a loss. It 
has taken four or five years to get 
to the point where we can feel just 
as safe buying the shoes in Italy as 
we do here. We tested and experi- 
mented with these Italian shoes in 
our own stores and only when we 
were 100 per cent sure, did we of- 
fer them to the trade. To date we 
have opened about thirty-three ac- 
counts—as far west as Chicago and 
Florida in the south. Most of the 
shoes are sold branded as Joseph An- 
tell, or Miss Antell or Avenia (my 
mother’s maiden name.) 

“We work with two factories in 
Italy . . . one in Vigevano and the 
other in Florence; and the shoes 
they make for me are designed by 
me .. . for the quality-conscious 
customer. They are made on Ameri- 
can lasts ... and sold only to me.” 

An intense interest in women’s 
shoes is one of the secrets of Joe 
Antell’s success. That, and the fact 
that he has ventured to promote 
styles ahead of some of the other re- 
tailers. He was one of the first to 
sell ballet slippers (possibly because 
Mrs. Antell used to be a _ ballet 
dancer). He was one of the first to 
“flirt” with the pointed toe... 
also the oval. 

As for what’s ahead, he says: “I 
think that in the next year, 50 per 
cent of the fashion shoes sold in the 
United States will be opened up type 
sandals. I think they will start off 
as dinner time shoes and will end 


(CONTINUED ON PAGE 114) 
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SAVE $ in sales person's time with SEMCO Sales Fixtures! 
SAVE $ ir in rent with SEMCO all metal Adjustable Shelving! 


It stores more shoes on the same floor area 


SHOE STOCK SHELVING 


ALL METAL 
oe 
40% More 
Stock 
Capacity 
» 


In Only 
Four Sq. Ft. 
Floor Space 

You Can Stock 


* 

168 Pairs 
Women's Shoes, or 
e 
152 Pairs 
Men's Shoes, or 
° 
270 Pairs 
Children's Shoes 
* 


SEMCO 
SHELVING 

is used by leading 
department and 
shoe stores. alll 
over the country, 


DEPARTMENT STORES TOO 
ARE USING SEMCO RACKS 
INSTEAD OF TABLES FOR SALES ! er the cs 

in both stock rooms 


They sell more shoes to more people faster. : 

They can show flats with optional slip-on shelves. vot Prag: 

They hold maximum number of shoes per square to 40% more stock on the same amount of floor 
foot at shoppable levels. f space. Available in sections, 3 ft. or 4 ft. wide, 
Each rack displays for self- by 12 or 14 inches deep, by 7 ft. 354 inches 
selection 132 women's or chil- high. Sections are prefinished in a beautiful 
dren's shoes (66 each side) cinnamon brown as a standard color. 

or 108 men's shoes (54 each ° 

side) in only I'4 x 3 ft. of - 
floor space—height over all 60 
inches. 





PRESELECTOR 


Ideal for displaying upon 








Folds flat for easy storage—no bolts, 
nuts or catches—sets up in a jiffy— 
simply slip frame o 


Frame of 1% inch tubular steel for 
years of service . . . finished in 
beautiful baked- on metallic cinna- 


mon color . racks of welded metal, 
satin-cadmium finish. 


S E M C O Company . 
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throughout year, also for shoes 
while trimming show windows. 
Lowest price all metal unit on 
the market. 

















This "tag type" Pre- 
selector display sells 
more shoes to more 
people faster. Re- 
duces selling cost 
by cutting sales per- 
son's time spent with 
each customer. 


Tags are placed on 
the hooks with price 
and style number for 
presentation to the 
sales person. 


The SEMCO Pre- 
selector is designed 
to focus attention 
on the shoes. It is 
fluorescently _ light- 
ed, rich in appear- 
ance. 


Constructed of 34" 
square tubing, elec- 
trically welded. 
Shelves are 9" deep 
for women's shoes, 
and II" deep for 


men's shoes. Overall dimensions are 48" wide by 54" high. Finished 
in architectural bronze and the shelves in soft grey. 


SEE US AT BOOTH AG, PALMER HOUSE—NAT. SHOE FAIR 


HERMANN, MISSOURI 
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suddenly 


It's Spring... 





Loca Mees 


AND NEW 


Boon Qew 


with fresh PARTY and SPORT CASUAL styles 

. all in the new complete IN-STOCK Spring- 
Summer ‘60 line for Infants through Growing 
Girls and Teens. Showing at the Conrad Hilton 
Hotel, Chicago, Oct. 25-29, Rooms 918A, 919A, 
920A. Also at all regional shows. Write for 
Spring-Summer Catalog and name of nearest 
representative. 


NEWMARKET, 
NEW HAMPSHIRE 


ST. LOUIS SALES OFFICE: Room 200 « 503 N. 12th St. «© St. Louis, Mo. 
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YOU FIGURE IT... 


m RED CROSS SHOE 





Socialites 
a red crass shoe 


Tres product has me connechon whotever with The Amercon Notonol Red Crow 








THE UNITED STATES SHOE CORPORATION 


Palmer House 8" Floor 


World's largest exclusive manufacturer of women's fine footwear 
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With one stop at SHOERAMA, you can see just about 
everything that’s new for spring ’60 in styles, colors, and 
materials for men’s, women’s, and children’s shoes—all 
informally modeled. 

And if you’re looking for selling information on why 
consumers get more value in shoes than in anything else 
they wear, don’t miss the new film, “Quality at Your Feet”. 
Frequent showings in the Hilton Exhibition Hall during 
the run of SHOERAMA. 


ie 
St. Louis...Makers of: Air Step * Buster Brown * Glamour Debs by the 


>| >) Y Y makers of Buster Brown * Official Boy Scout Shoes + Official Girl 
( Scout Shoes « Life Stride * Miss America « Naturalizer + Pedwin 

7% A a 
. Propr-Bilt » Risqué * Robin Hood « Robinette » Roblee + Smartaire. 
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Profile: Joseph Antell 
(CONTINUED FROM PAGE 108) 


up being worn in the daytime too. 
The reason is that the pump has 
been in now just long enough so 
that the 16-25 year old girls know 
only the pump. They have never had 
a pair of open type shoes. Right 
now I believe these girls are ready 
for the open shoe. I would say, too, 
that the ankle strap can become an 
important shoe. The industry needs 
open types to increase production 
and sales and in this way help off- 
set, to some degree, the rising costs. 


Where a woman wears a pump, she 
doesn’t buy as many as she would if 
she bought open types. The ratio is 
probably one pair of pumps to three 
of the open shoes. If open shoes 
come into the picture . .. and I 
think they will be stronger than in 
the last cycle . . . then the oval toe 
and the rounder types of shoes will 
become more important because, 
when they wear the open toes, they 
won’t be so eager to wear pointed 
toes. That’s why I think that some 
stores that may be having a difficult 
time selling oval toes today, will sell 
nothing but oval toes in another 
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AND SUCH EXCITEMENT! 


Showing 


NATIONAL SHOE FAIR in CHICAGO 
CONRAD-HILTON, ROOMS 2000-2001-2002-2002A 
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Also showings at all sectional shows 


High fashion shoes of distinction by 
WOLFF SHOE MFG. CO. 
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year or two. One goes along with 
the other. 

“However ... shoes have to be 
feminine. Not just open! They must 
be feminine shoes, done in good 
taste.” 

Joe Antell finds most of his excite- 
ment in the shoe business and his 
family, Mrs. Antell, Joejean, his 16 
year old son, Heather, 14 years old 
and the model for Miss Antell, and 
Peter, 10 years old. He devotes as 
much time as he can to them. 

In addition, he paints water colors 
and oils. He has done some very 
nice things . . . and never took a 
lesson in his life. He is also writing 


| a book which will probably never 
| see the light of print; but he keeps 


at. it. 
Joe Antell sums it all up, aptly, 
when he says: “I live fashion and 


| have a pulse for it. And even though 
| I am fifty years old, I never got 


over being twenty.” 


Turnover 
(CONTINUED FROM PAGE 94) 


over is the lack of fresh presentations 


| to the customer. More change of face 


breeds more interest; more reason to 
stop and look; more motivation to 
buy another pair of shoes. 


Tanners and Makers 
* We know of at least one manufac- 
turer who is experimenting with size 
scales in an effort to cut down the 
number of sizes and widths needed to 
fit most cutomers. It is quite possible 


_ that the variety now in use is rooted 
| in traditional practices which might 
| be challenged by research. There is 


no statistical foot to fit the statistical 
last, and no pair of feet are identical 
twins. So it is quite possible that de- 


| vices to increase the tolerable fitting 
| range of each last are in order. 


At least two other areas must be 


| speeded if the retailer is to get suf- 


ficient turns to freshen his stocks and 


| sell more shoes, tanning and manu- 


facturing. The tanners, by virtue of 
slow deliveries to the manufacturers, 
are opening the gates for competition 
by other materials than leather. It 
has happened in other basic industries 
and leather is not sacrosanct. If the 
need is strong enough, industry has 


| a way of supplying the answer. 


(CONTINUED ON PAGE 129) 
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Original sculpture in metal by Mr. Alexis Smith ©1959 


the 
imaginative 
touch 


Of 
Hlexis 


is reflected in the collection of 
Dress ups and Sparkle Toes 
on display at the national shoe fair 


and regional shows 
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fashion’s distinctive neutral... 
resort, spring ’60 
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A Division of International Shoe Co., St. Louis 


Wee Tent fue pa Aeon 


We'd like to add your Store 


to the more than 300 fine retailers 
who bought Accent Shoes for the first time in 1959.. 


and are already enjoying amazing increases. 


FOR IMPOMRMEMINCREASES IN YOUR STORE 


join the swing 
to Accent Shoes 


~ 95 
Stronger than ever to 12 


Hotel Conrad Hilton, Chicago 
Rooms 1600, 1601. 1601A 
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where the finest Stores 


in America 


are proud to have us imprint 


their Store Name. 


SHOES 


THIS IS YOUR MUST-SEE)\LINE AT THE CHICAGO SHOW 
HOTEL CONRAD HILTON .\.. ROOMS 904, 905, 906, 907 


Pennant Shoes, a Division of International Shoe Company 


October 15, 1959 





...the Fashion Shoes 


Ve with the 
eauty Spots of Kase 


A powerful line of smart Comfortable Shoes 


nS 


* “BEAUTY SPOTS 
built to fill the Profit Spot OF EASE” 


in your Shoe Operation... = seh Foam Colin 
AT HEEL AND ARCH 
SIZES 4 TO 12... AAAA TO € 
18/8 To 13/8 HEELS Cushioned Forepart and 
—} 1 , ’ ( or (02 joie Tricot Breothable Linings 
for the Maximum Comfort 
on apr.foe 


and Flexibility 


plus 





FOR THE BIG OPPORTUNITY IN THE SHOE BUSINESS 


Sar Va ar tne cnicaco snow 
CONRAD HILTON HOTEL, ROOM 700 


Soft Pedals, a Division of International Shxe 


< 
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SHOES 


SEE Vitality’s sales-making, customer-catching 
new fashions, new colors, new /eathers—at the 


NATIONAL SHOE FAIR 


Conrad Hilton Hotel, Rooms GOSA, 6O7A, GO9SA 
Paimer House, Room 806 


VITALITY'S NEW LINE for spring 1960 will be displayed at other Shoe Shows, including: 


ATLANTA * BOSTON + COLUMBUS + DALLAS + DENVER « DES MOINES 
DETROIT « INDIANAPOLIS + LOS ANGELES «+ PITTSBURGH + ST. PAUL + SEATTLE 


NEW VORK CITY OFFICE: ROOM 914, MARBGRIDGE BUILDING 


= ERNaTiON>Y 


aoe = ane — 
Advertised—in Color—in these 8 Leading National Magazines 


VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 66, MISSOURI 


October 15, 1959 





tune in to store traffic with 


’ 
Reaches more consumers more ; 


/ > ie 


Y where it helps you the most... 
| | featuring YOUR name...in YOUR market! 


NEW FILMS! NEW STARS! NEW MARKETS! 


Cash in on this BIGGER-THAN-EVER promotion! 


“C" for comfort Kingsway Lion purrs Jungle jingle cartoon CBS “Top Dollar” features 
sells John C. Roberts anew for Kingsway adventure for Poll-Parrot Velvet Step and Trios 


* *« * * 
Sparkling song and dance “Cushion Comfort” boosts Rollicking farm fun Happy Red Goose 
pulls Wesboro customers City Club store traffic in Weather-Bird cartoon leads kids’ songfest 


*« *« * * 
“Cho-cha” beat puts fresh Soft shoe ond soft NBC “Price Is Right” NBC “It Could be You” 
shine on Rondcraft sales sell for Rond styles sells Trim Tred, Smart Set _stors Velvet Step, Trios 


te 
NBC's “Queen for 
ie PLUS magazine ads in: Do" for Groce Wor, Gos 


__ SEVENTEEN - SCHOLASTIC ROTO PARENTS’- BABY TALK 
YOUR NEW BABY MY BABY - BOY'S LIFE 





INTERNATIONAL'’'S TV 


often than any other shoe advertising! 


ORE! 


SPOTacular 


International repeats the sensational promotion 
that helped dealers set new sales records 

Sparked by overwhelming dealer demand .. . its sales punch proved and 

improved by a year of dramatic success . . . International’s TV SPOTacular 

is headed your way again in Spring, 1960, bigger and more effective than ever. 
Brand-new TV spots, bright with sparkling new tunes and stars, will sell 


YOUR store in YOUR market, sell YOUR brands of men’s, women’s, juvenile 
and teen shoes! 


The shoe industry’s most dynamic sales-producer in 1959, TV SPOTacular 
is scheduled to reach even MORE customers in MORE markets in 1960. 
Tie in to ISCO’s TV SPOTacular . . . tie in to store traffic . . . tie in to SALES! 


Get the facts about the biggest promotion 
in the shoe industry from your 


FRIEDMAN - SHELBY - PETERS - or ROBERTS, JOHNSON & RAND 


representatives! 


Worlds Largest Shoe Manufacte 2% 


ST. LOUIS. MISSOURI MANCHESTER, NEW HAMPSHIRE ATLANTA. GEORGIA 


October 15, 1959 














We don’t like to brag, but ... we’re 
actually making history — fashion history! 
It seems everyone thought it couldn’t be done. 
They said that with today’s increased costs, 
for us to maintain both our high quality 
and our low prices would take sheer magic! 


Which, of course, is just our line! So without sacrificing 








materials, style or workmanship . .. without compromising 
our high Leprecon standards in any way we created 














a complete new line 

of low priced shoes 

still priced for 
volume selling! 


Cplrecons 








2.99 . 399 Retail 


NATIONAL SHOE FAIR—CHICAGO 
OCTOBER 25-29 
Conrad Hilton Hotel Room 501 
OTHER SHOWINGS: 


@ SEATTLE — NEW WASHINGTON HOTEL — OCT, 31-NOV. 3 @ LOS ANGELES — ALEXANDRIA HOTEL — NOV. 8-11 
@ ST. PAUL — ST. PAUL HOTEL — OCT. 31-NOV. 3 @ ATLANTA — HENRY GRADY HOTEL — NOV. 8-11 
@ DES MOINES — FT. DES MOINES HOTEL — NOV. 8-9 @ DALLAS — ADOLPHUS HOTEL — NOV, 14-18 


eh 8129 DELMAR BLVD., ST. LOUIS 30, MISSOURI 
Pacific Shoe Company DIVISION OF OMEGA SHOE COMPANY 
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CONSUMERS 


an 
.. the stylish look... LALY-GO0N. 
comfort and wear F(? 
that can be Reg. U. S. Pat. Off. and Canada 


theirs . . . nationally advertised shoes that enjoy tre- 
mendous acceptance! Clinics are the overwhelm- 
ing preference of “women in white.” Lazy- 
Bones are the first choice of mothers with chil- 
dren of all ages! YOU stock them, and promote 
them with local tie-in advertising . . . and you 
build sales and profits rapidly and surely! 








It’s good business to sell the shoes people are sold on ! 


WE HELP YOU, our dealers, to tie in with national advertising that delivers 
thousands of pre-sold customers to your stores each week! We supply material 
for local advertising which identifies you as Clinics and Lazy-Bones dealers! We 
share your investment in local newspaper advertising through a liberal co- 


: oe ne 
operative advertising agreement! 


WHAT'S IN IT FOR YOU? 
Clinics and Lazy-Bones sell fast! Their rapid turn-over means bigger profit! And 
. most important . . . their honest value keeps customers satisfied . . . sends 


them back time after time to buy more Clinics and Lazy-Bones! 


Owe. just added a completely new 


factory .. . 30,000 square feet... devoted 
entirely to producing a complete line of 


cemented-sole shoes. 


FOR RETAILERS 
... the sales and 


profits 
that follow 








PALMER HOUSE 
888-889-890 


THE JUVENILE SHOE CORPORATION OF AMERICA, Aurora, MiSSOuRI 
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| 
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Reg. U.S. Pat. Off. and Canada 




















WHAT'S IN IT FOR ME, 
AS A CLINIC DEALER ? 


Plenty ! 
Clinic full-page advertisements in 
RN, American Journal of Nursing, Glamour 
Magazine, reach over 3,500,000 women in uni- 
form. These women insist on Clinics because they love 


their fashiony good looks, heavenly comfort, superb fit and 


long, long wear! Tie in with Clinic’s national advertising . . . establish YOUR store as 


THE Clinic Store . . . and YOU get these pre-sold customers! Clinics retail at $8.95 to $12.95. 
vq 
THE JUVENILE SHOE CORPORATION OF AMERICA, aurora, MISSOURI 








$595 to $QI5 


_ According to size 


\ 


\ 


LAZY-BONES' full-page ads in Parents’ Magazine 


and Modern Romances ring the bell with 

millions of young mothers! They ... and their 

children... want Lazy-Bones’ keen styles 

and colors, wonderful fit and longer, 

better wear! And how their buying rings y/ pare 
the bell of the cash register in Lazy-Bones stores. 

... YOUR store when you tie in with Lazy-Bones’ powerful national 


promotion through local newspaper advertising! Remember... we help! 


THE JUVENILE SHOE CORPORATION OF AMERICA, Aurora, missOuRI 





Dom obsdwations ow hal Consiles 


for YOU . ~~ the dealer for U8... the makers of Clinic and Lazy-Bones shoes 








It’s good business for you to sell Clinics and Lazy-Bones because they’re good shoes . . . priced right, 
aggressively promoted . . . best sellers everywhere because of their outstanding style, fit, comfort, long wear 


and honest value. 


It’s good business for us to sell our shoes to and through good dealers, like you . . . progressive, 
sound merchandisers, financially responsible . . . men who, like ourselves, value and build the confidence 
of folks who buy and wear Clinics and Lazy-Bones. 


Let’s get together. See us . . . and the new Clinic and Lazy-Bones lines. . . 


NATIONAL SHOE FAIR © OCTOBER 25-29 © CHICAGO, ILLINOIS 
PALMER HOUSE © ROOMS 888, 889, 890 


DALLAS, November 15-18th, 1959 
BOSTON, November 8-11th, 1959 Statler Hilton Hotel 

Parker House Hotel ST. PAUL, October 31st to November 3rd, 1959 

NEW YORK, November 29th to December 3rd, 1959 St. Paul Hotel 
Sheraton McAlpin Hotel SEATTLE, October 31st to November 3rd, 1959 
ATLANTA, November 8-11th, 1959 | New Washington Hotel 

Henry Grady Hotel LOS ANGELES, November 8-llth, 1959 

; : Alexandria Hotel 
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AURORA, MISSOURI —- 1922 





CHICAGO, OCTOBER 25-29 
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AURORA, MISSOURI-ISS57 


THE JUVENILE SHOE CORPORATION OF AMERICA, aurora, missouri 


Established in St. Louis, Missouri, 1913 Meee tie sain. annie 





Turnover 
(CONTINUED FROM PAGE 114) 


And domestic manufacturers had 
better start worrying about the di- 
minishing time schedule for producing 
shoes in other countries. It is not only 
cheap labor which enables _ the 
Japanese to flood us with cheap goods. 
The use of cheaper materials and 
cheaper construction methods play 
their part. When you can wrap a 
piece of synthetic material around a 
last and weld it to a synthetic inner- 
sole, then slap on a cemented outer- 
sole, you can get a cheaper pair of 
children’s shoes even without the help 
of cheap labor. Today the cheap shoe 
may lack value; but tomorrow may 
tell a different story. It would appear 
that a speeded research program is 
indicated for manufacturers of ma- 
chinery, leather and shoes. We make 
a good product in this country. Why 
not speed it up and keep the business 
here as well as make our present busi- 
ness grow faster? 


The Retailer 


The retailer, on the other hand, must 


sharpen his techniques for moving 
goods faster. One method is to forego 
fringe sizes, and styling ideas. This 
is not without its own penalty if not 
carefully done, and poses its own 
problem to the family store. A spe- 
cialty store, selling women’s shoes 
only, for example, could pass up cer- 
tain fringe size-width combinations 
by taking the penalty of losing those 
customers. But the family store has to 
be more cautious in this maneuver. 
The disappointed woman may have a 
husband and children who wear per- 
fectly normal size combinations. 

With respect to cutting down on 
fringe styling factors, the merchant 
must be careful not to forego those 
colors, materials, lasts and patterns 
which give newness and fashion ap- 
peal to his windows. 

Since the task is no easy one, errors 
must be frequent. And for that pur- 
pose the markdown was created (see 
William Burston’s article on “Mark- 
downs — Tool or Terror”). There is 
a rough correlation among the mark- 
up, markdown and turnover tables 
(5, 8 and 9). The individual merchant 


must ask himself if he is sufficiently 
impatient with his goods. Why let the 
fat cats doze so peacefully on the 


shelf? 
Notes on Table 9 


® Women’s fashion and novelty shoes 
practically share the lead with cas- 
uals, their medians being 2.4 and 
2.3 turns respectively. Turns of 
2.0 to 3.0 hold more than the mid- 
dle half of both groups. The differ- 
ence seems to be somewhat in favor 
of casuals because they show 41 per 
cent of reports above 2.7 and 7 per 
cent below 1.8. Novelty shoes show 
37 per cent above 2.7 and 18 per 
cent below 1.8 turns. If this is en- 
tirely true, could faster deliveries be 
the reason for casuals having a 
slight edge with lower markdowns? 
Women’s other shoes have a turn- 
over median of 2.0 with half the 
reports falling between 1.8 and 2.7. 
While all the other categories have 
median turns of 2.0, there is con- 
siderable difference in the distribu- 
tion around the median. With re- 
(CONTINUED ON PAGE 134) 








Come in and see 


BEN SLOSBERG HAS SMART 


our fabulous 
CHRISTMAS 
PROMOTION! 
Room 903-W 
PALMER HOUSE 


during the 
National Shoe Fair 


* ry WRITE FOR 
SRooK? FREE CATALOG 


THE WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO 


greet Oe, 


x 
% 
oe 
Oo 
ws 














1c 
Puast 
I > 6 > ae 


Inquiries 
Invited 


b° 4 08 1 OF: 8. MO 0) 53 =F 


SINTON MEZZ., CINCINNATI, O. 


October 15, 1959 





AMERICAN 
WOMEN 


t 
SEL 

The new Silent Step toplift, made of the ultimate material 

by a patented process, will virtually last forever, out-wear- 

ing any shoe. . Resilient. 

. Will not fray. 

. Will not sharpen. 

. Will not cut holes in floors. 

. Will not ruin hosiery. 

. Will not scratch the legs. 

. Eliminates completely the clang, 
clang, clop, clop noise caused by 
steel toplifts. 

. Has been wear-tested by leading 
laboratories, and is being used by 
leading shoe manufacturers. 


ST. LOUIS TOPLIFT CO. 4067 FOLSOM . ST.LOUIS 10, MO. 
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--Buyers looking for extra vol- 
ume business for Spring 1960. 
Profits, turn, proven patterns, 
long record of success- 


olene 


Orchids, Debtowners, Hill- 
toppers, Victoria Cross, 
Cortina, Piatto’s showing 
at the National Shoe Fair, 
25-29, Chicago, 


M 
CONRAD HILTON HOTEL 
Tober -Saifer 
Shoe Mfg. Co., Inc. 
St. Louis 3, Missouri 








‘ * 


eae 
* 
™ < 
. 


Sylvia Cristie, ROOM 1000 
CONRAD HILTON HOTEL 
Selwyn Shoe Mfg. Corp, 
St. Louis 3, Missouri 
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WHERE 
THERE’S 
SMOKE... 


You'll find the “hottest” shoe 
for Spring, 1960 


You'll see it at the Chicago Show 
In Rooms 901, 902, 909 and 910, 
Conrad Hilton Hotel 


The run-away best-seller for 


Fall, ‘59 was our ae Gigi (#151) 
F a 


. and this spring it will be stronger than 


ever! See it, and ALL the new style leaders in 
the Ed White Junior Shoe Co. line, in Rooms 
901, 902, 909 and 910 at the Conrad Hilton 


during the Chicago Show... . 








OVER 314 STYLES IN STOCK 
Let Our Shelves Be Your Instock Department. 





STYLE © QUALITY ¢ PRICE ¢ SERVICE 
always from the Sales Offices 


Cd \y) . e NEW YORK: 933-35 Marbridge Building, 47 West 34th Street 
hite UNULON" poe ow. ST. LOUIS: Room 132, Merchandise Mart, 10th & Washington 
MANUFACTURERS #© PARAGOULD, ARKANSAS 
RESERVE YOUR COPY OF OUR BIG, NEW SPRING 60 INSTOCK CATALOG NOW! 
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in Foam for Footwear... 
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Pat Pen eh” 


SELF-SERV FIXTURES sell for you 
around the clock with no ab- 
senteeism, no coffee breaks. One 
salesman serves many cus- 
tomers. Self-Serv designs fully 
utilize the sales promoting fac- 
tors of sight, touch, leisurely in- 
spection and quick service. 
Self-Serv Fixtures make pos- 
sible quick and economical con- 
version of conventional, sales- 
man-serviced departments to 


Send for free illustrated 
folder showing our com- 
plete line with prices. 
Illustrated: 

Self-Serv Floor Rack 
#£R13, six shelves on 
each side, 54” high, 61” 
long, and 26” across 
base at legs — $45.00 
F. O. B. Dallas. Self-Serv 
Bench ##B7—Upholstered 
in Vinyl Coated Art 
Leather, waterproof and 
washable, 16” high, 46” 
long, 14” wide — $11.75 
F. O. B. Dallas. Sign 
Holder #SH1 — for 7” x 
11” card — $1.25. 








See them at the National 
Shoe Fair in Chicago. Octo- 
ber 25-29 at the Morrison 
Hotel, Rooms 1047-1048. And 
at the Congress Hotel, Rooms 
331-333. 

Also to be seen at the West 
Coast Spring Shoe Show in 
Los Angeles. November 8-11 
at the Alexandria Hotel, 
Room 842, 








the new self selection method 
Shoes, in or out of boxes, men’s 
shirts, handbags, stationery, 
toys, and many other kinds of 
boxed merchandise lend them- 
selves perfectly to Self-Serv Dis- 
play Fixture design. 


SELF-SERV 
FIXTURE CO. 


INCORPORATED 
2021 Farrington St. Dallas 7, Texas 








Looking for VALUES? 


Look for WEIL... 


M. K, WEIL 
SHOE CO. 


Factory 


Showing 


NON-STOP 
SALES! 


October 25-29 
Rooms 617A-619A-620A 
Conrad Hilton Hotel — Chicago 


MIDWEST FOOTWEAR, INC. SULLIVAN, MO. 


In Canodo at 111 Mt. Pleasant Ave., London, Ont. 


; 


pe. at the Shows! 


ory em 


Fresh © National Shoe Show; Chicago............ Oct. 23-29 
: Morrison Hotel, Rooms 1025-26 
‘1 Southeast Shoe Show; Atlanta.............Nov. 8-11 
Z Piedmont Hotel, Parlor D 
© Los Angeles Shoe Show 
Alexandria Hotel, Room 450 


Footwear 





Quality Cancellations and Jobs of Na- 
tionally Advertised, Branded Shoes for 
Women, Men and Children . . . Over 
1,000 Styles in Sizeable Quantities . . 
All at a Price! 


Go Adolphus Hotel, Room 1009 
“1 ¢ Popular Price Show; New York 
New York Trade Show Bidg., Rooms 522-524 


Quality Shoes Since ‘32 


SAMPLE ROOMS: 
Los Angeles * New York 


i MAT dalel-Mmaeliilelolaby 


1215 Washington Ave., Saint Louis 3, Mo. 
“WHILE IN TOWN... SEE WEIL” _ 


October 15, 1959 





Turnover 
(CONTINUED FROM PAGE 129) 


spect to the proportion of cases fall- 
ing above and below the middle 
brackets of 1.8 to 2.7, the categories 
may be ranked as follows, in order 
of decreasing turns: Canvas, Slip- 
pers, Children’s, Men’s and Boys’, 
Work and Weather. 

This order is confirmed if we take 
the number of cases which fall into 
the brackets of 1.3 to 2.2 turns. Can- 
vas has only 50 per cent of its cases 
there, Slippers, Children’s and Men’s 
and Boys’ (which are pretty close 
even in the above ranking) show 
respectively 61, 62 and 66 per cent 
in the 1.3 to 2.2 turn range. Work 
and Weather have only 46 and 44 
here—but that is because 30 and 
32 per cent are in the range of 0.8 
to 1.2, 

One of the factors which lead us 
to suspect guessing with respect to 
turnover is the terrific fascination 
of the figure 2 for so many stores 
in so many departments. 


The Bottom Line 


(CONTINUED FROM PAGE 87) 


medians to arrive at net profit were 
no more than 1/10 of 1 per cent. 

In the case of family independents 
there was the greatest amount of 
adjustment. Gross profit had to be 
moved up 3/10 of 1 per cent while 
expenses had to be moved down 
3/10. 
median from Table 1 and the ex- 


Had we used the margin 


pense median from Table 3, we 
would have come up with margin 
35.9 less expense 31.0 equals oper- 
ating profit of 4.9. This was 6/10 
higher than the actual profit median 
of 4.3. And we placed our faith in 
the actual profit median. 

Having adjusted margin and total 
expense to derive the operating 
profit medians, we had to adjust 
the elements of expense to derive 


This 


required more twist than did the 


the accepted expense total. 


major accounts, but not enough to 
harm any of the relative propor- 
tions. 
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Profit Variation 
by Type of Store 


® The summary of all reporting stores 


indicates an operating profit of 4.5 
per cent of sales. Stores by type 
do not seem to vary greatly from 
this figure. 

By inference from the figures for 
all stores compared with all inde- 
pendents, one might suspect that 
reporting chains as a whole did not 
do well in the profit percentages. 
If independents were higher than 
the total, and outnumbered chains 
3 to 2, the chains must have dragged 
on the total. Our actual median on 
chains bore this out even more 
strongly than the above figures in- 
dicate. This was due chiefly to the 
Specialty chains which reported to 
us. The Family chains were very 
close to the family total. 

Specialty store independents seemed 
to do somewhat better than Family 
stores as a class. They were re- 
sponsible for lifting the profit of 
4.2 per cent for family stores to the 
figure of 4.5 per cent for the total, 
although out-numbered by family 
stores 2 to l. 


How They Reached Their Profits 
—Table 4 


® Independents seem to get slightly 


better operating profit by working 
with lower margins and a lower ex- 
pense rate. Margins are 1.4 lower 
than the all-store summary and ex- 
penses 1.6 lower, resulting in an 
operating profit of 0.2 more. The 
chain medians in Tables 1 and 3 
show margins of 3.6 more than the 
independents and expenses of 5.1 
more. The tendency may be right. 
but the spread seems too great. 
None of our chains reported mar- 
gins of less than 37.5 per cent or 
expenses of less than 32.5 per cent. 
Chains seems to run about one per 
cent higher in rent and another one 
per cent in the miscellaneous group 
of expenses. 

Family stores’ margin percentage of 
36.7 is very close to that of all in- 
dependents (36.5) and 1.2 less 
than the 37.9 per cent of all stores. 
But family store expenses are 0.9 
per cent lower than the all-store 


total. As a result, the family store 
profit is 0.3 per cent lower than 
that for all stores. 
® By inference it would seem that the 
specialty stores, outnumbered 2 to 1, 
lift the margin figure up to the 37.9 
per cent reported for all stores. 
Table 1 medians do show specialty 
stores with a margin of 39.2 as 
opposed to the family store margin 
of 36.8. 
But specialty stores eat up their 
extra margin with higher expenses 
(Table 3) and, therefore, come out 
with very little higher operating 
profit than the family stores. 
Family independents seem to oper- 
ate with about one per cent less 
margin and one per cent less ex- 
pense than do the total of family 
The resulting operating 
profit is, therefore, just about the 
same for family independents as it 
is for the whole family group. 
Family chains, outnumbered 2 to 1. 
push up on both the margin and 
expense figures to give the total for 
all family stores. But, while the 
trend seems borne out by the sepa- 
rate medians, the disparity is too 
great for credulity. According to 
our reporting stores, the family 
chains show a margin of 40.3 per 
cent against the independents’ mar- 
gin of 35.9 per cent, and expenses 
of 37 per cent against 31 per cent. 
No chain in this group reported 
margins of less than 37.5 per cent 
or expenses of less than 32.5 per 


stores. 


cent. 

As in the case of all chains and all 
independents, the family chains 
seem to pay one per cent more for 
rent than do the independents, and 
almost two per cent more in the 
miscellaneous group classified as 
“other” expenses in our report. 
There seems to be a little wider dif- 
ference in advertising expenditure 
by family chains who report 0.6 
more than do the independents. 


John A. Meranti has been ap- 
pointed manager of the Scranton, 
Pa., unit of Miles Shoes. He joined 
the chain 18 years ago and man- 
aged stores in five cities, but had 
recently been associated with an- 
other shoe chain. 
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y- Bound 


HURRY RIGHT TO 
ROOMS 657-659, 
CONRAD HILTON 
TO SEE THE NEWEST OF THE NEW 


RETAILING AT 


#295 1, #595 


SOME STYLES HIGHER 


flus Step Master’s Fast-Growing Companion Line... 


BY STEP MASTER 
STEP MASTER SHOES, INC., GREENUP, ILLINOIS 


October 15, 1959 





A NEW “PROFIT PROTECTOR” 


Monarch Model 22-T 


Price-Marking Machine 


So easy to set! 


Pala 
_ | 


/ 


So much 


babredmeateinleyer 


Cost figures - 
in your store’s 


‘Number of 
pieces in ship- 


STORE NAME 


The Casual Sandal Line 





That Has Everything 


For the new, the different, 
the exciting, the promot- 
able, in Sandals, 
Casuals, and 


Scuffs. 


704 Natural 
Black, Redwood 
Full Sizes 6-12 


33722 Black 
33799 Hemlock 
Full and Half 
Sizes 6-12 


Ad Mats 
Available 


LION SANDALS INC. 


400 EAST 111th STREET, NEW YORK 29, N. Y. 





ment, or other 
desired infor- 
mation 


621 760 120 ( 


48 EXFR 


code 


Center line 
prints from met- 
al type. Useful 
for infrequent- 


Retail selling $1295 


price clear 
and legible 


ly changed da- 
ta suchas date 
merchandise 
received, etc 


The perfect Price-Marking answer for most stores, 
large or small—for long or short runs. The secret is 
the ingenious dial-set bands for frequently changed 
data, plus metal type (Model 22-T) or rubber slugs 
(Model 22-S) for infrequently changed data. Mo- 
torized models available, Let us send you full in- 
formation, without obligation, of course, 


poseessessseen ||| OUt and mail Coupon for information»sssesscsseses; 
MONARCH MARKING SYSTEM LTD. BSR 1059 
216 South Torrence St., Dayton 3, Ohio 


Without obligation to me, please send information on Model 22 
Dial-A-Pricer, and sample labels, 




















PIONEER 
OF 

UNIQUE 
FINANCIAL 
SERVICES 

FOR 
INDEPENDENT 
SHOE 
MANUFACTURERS 





357 FOURTH AVENVE 
NEW YORK 10, N. v. 
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There’s only one way to test a toplift — really — and that’s 
under every conceivable weather and walking condition . . . 
on rough-and-rugged streets, sidewalks, staircases and floors. 
And that’s just what Perma-Top has done — on 50 million 
pairs of shoes so far — on-the-hoof proof positive that — 
there is just no other toplift material that wears nearly as 
well, no better insurance against thin heel breakage than 
Perma-Top! Competitively priced — available through your 
regular heel source. 


October 15, 1959 


eS 
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The combination dowel and lift unit developed by Perma-Top 
to protect plastic heels against breakage AND provide 
a toplift that's gucranteed never to wear out. 


ESSEX PRODUCTS, INC., 42 DUNCAN STREET, HAVERHILL, MASSACHUSETTS 
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Markup and Markdowns 


(CONTINUED FROM PAGE 88) 


different kind of store. 

Price is one element of appeal for 
patronage. But it must be coupled 
with other competitive factors such as: 
Fit 
Styling 
Fashion 
Novelty or Newness 
Exclusiveness 


Quality 

Assortment 

Brand Policy 

Credit Policy 

Shopping comfort 

Convenience factors like 
location and hours 

Service 

Decor 

Presentation 

Premiums 

Reputation for Integrity 

Customer Status Satisfaction 


From a pricing point of view the 
kind of store is determined by the 
way it handles this combination of 
patronage factors. Identical or similar 
prices will appear in other stores of 
the same kind within the competitive 
area. Whether this pricing structure 
is rooted in custom and practice born 
in other years under other circum- 
stances is beside the point. Competi- 
tive practice is still a prime deter- 
minant in setting retail prices. It is 
noteworthy that shoe price lines for 
given kinds of stores were among the 
most stable in the post-war years. 

Under these circumstances it is not 
surprising that smart merchants have 
sought to gain advantage over their 
neighbors by painstakingly improving 
their own skills in the long list of non- 
price competitive techniques. This 
often becomes a solid and long-lasting 
advantage because other merchants 
usually lack the skill and/or the will 
to follow suit. 

Regardless of competitive devices 
used there is, among the categories of 
goods sold within a given store, a 
considerable variation among mark- 
ups. This variance extends to price 
lines, styles and resources within each 
category. It is the mix of these which 
determines the overall markup. And 
the mix is controllable by the mer- 
chant. Within limits he can push the 
goods which produce the best markup 
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and buy from the vendors which are 
most profitable. 

Sometimes the reverse is best in 
the long run. A merchant may decide 
to push certain low markup categories 
because they are depressed by other 
retailers and, therefore, customer 
gratitude, with consequent patronage, 
goes to the store which takes care of 
its patrons in the orphan group of 
merchandise. There are many more, 
obvious and commonly known ad- 
vantages in knowing the markup of 
the various elements which comprise 
the total store mix. 

In view of these factors it is sur- 
prising that so few shoe retailers 
really know their markup—either in 
total store or in the elements compris- 
ing it. There are many vague notions, 
accepted ideas and wishful thoughts 
about the subject. This is indicated 
by the roundness of markup percent- 
ages reported by so many stores. A 
glance at Table 5 will show a strong 
centering on the bracket which in- 
cludes markups from 39 to 40.9 per 


TABLE 6 


important. For Likely, a 4/10 of 1 
per cent increase in markup would 
have yielded a 10 per cent increase in 
his profit amount. 

Table 5 presents the reported mark- 
up picture in considerable detail, not 
because we were so completely satis- 
fied with the report, but because the 
spread over ranges gives a much bet- 
ter relative picture than do the bare 
medians. Some of the changes from 
last year’s figures are due to the mix 
in reports more than to any other 
factor —- and by no means represent 
an actual change over the year. It 
was noted last year that our reports 
were biased by the fact that only 1/6 
of the responses were from stores in 
the $80,000 or less sales bracket. This 
year they accounted for 40 per cent 
of the total. Since all these new re- 
spondents were independents, and 
since replies from chains increased 
to a much lesser degree, the relative 
picture between chains and _inde- 
pendents changed considerably. We 
intend to pursue this matter further 


MARKUP—SELECTED MOR* DEPARTMENTS 


All figures are net of freight 





CATEGORY 


MARKUP % 





Women's Shoes 


43.1 





Children's Shoes 


41.1 





Women's & Children's 


42.5 





Women's Slippers & Casuals 





Men's and Boys’ Shoes 


40.5 











Controllers’ Congress 


*Merchandising and Operating Results 
National Retail Merchants Association 


1958 








cent. This bracket, in turn, centers 
on the magic 40 per cent, so dear to 
the hearts of many retailers. Too many 
expressed their devotion by reporting 
a fat round 40. Too many reported at 
an even 38 or 42. We would have 
felt the approximations to be more 
knowledgeable if more had fallen at 
38.5, 40.5 and 42.5. 

On the whole, there was a vast im- 
provement both in numbers and 
quality on this phase of the survey. 
But we do exhort our good friends to 
pay more attention to this important 
element of their business. Profits are 
not so large that tenths of a per cent 
in markup can be tossed aside as un- 


in the hope of uncovering something 
near the true markup status, both for 
types of stores and for categories. 
An important part of the problem 
lies in the area of standardizing re- 
ports with respect to the handling of 
cash discounts and inward freight as 
indicated in the article on accounting. 
Table 6 shows markups for some shoe 
categories in department stores. These 
figures are net of freight, but do not 
include cash discounts. We asked for 
markup net of freight and discount— 
but feel uncertain about the way the 
latter was handled in some returns. 
In Table 5 the swings from high 
(CONTINUED ON PAGE 140) 
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Markup and Markdowns 
(CONTINUED FROM PAGE 138) 

to low seem to follow the rules of 

reasonableness. And since these ranges 

are much more valuable than medians. 

we feel that we are getting quite close 

to the true picture. 


Markdowns 


Markdowns likewise are too 
portant to be shrouded in ignorance. 
As William Burston points out, in his 
article in this issue, markdowns are 
valuable tools for prodding the move 
ment of laggard goods, and terrors 
because of their effect on profits. 

Nevertheless, our survey showed a 
good deal of guessing on the subject- 
another case where too many figures 
were reported in convenient round 
numbers. The results were tabulated 
for your general information. But we 
are certain that better record keeping 
would result in marked changes. With 
the table of median markdowns by 
type of store (as reported) we have 
included the retail reductions (mostly 
markdowns) which were derived from 
median reports on markup and gross 
profit. The formula used: 


Retail Reductions — 


Markup — Gross Profit 
(as percentages) 





| — Markup (as decimal) 


Thus, for All Stores, with a markup 
median of 40.9 per cent and gross 
profit median of 38 per cent, the 
derived retail reduction would be: 


40.9 — 38.0 


| — .409 
2.9 


591 


4.9 (per cent 
reductions to sales) 


The median markdown at retail as 
taken from the markdown reports 
was 5.7 per cent. Considering that 
medians do not properly lend them- 
selves to arithmetical procedures, and 
considering that initial markup reports 
gave indication of much guessing, the 
results do not seem too far apart. We 
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would have felt better about it if the 
derived retail reduction figure had 
been the higher of the two, since i! 
contains shortages as well as mark- 
downs. 


By Type of Store 


With reference to Table 7 on mark- 
downs by type of store, it may be 
noted that: 
© In every type of store about 50 per 

cent of the markdowns fell between 

4 and 8 per cent of sales. 

* About 25 per cent of all inde- 
pendents and all chains fell between 

5 and 7 per cent of sales. 

* This bracket accounted for 35 per 
cent of family stores. 
® About 30 per cent in each group 

reported below 4 per cent while 20 

per cent ran higher than 8 per cent 

of sales. 

* Chains tended to report somewhat 
more in the higher brackets and 
less in the lower. 


By Category 

Markdown medians in Table 8 are 
shown along with the markup medians. 
For all the inadequacies of the record, 
these two phases of retail operation 
do show the expected correlation with 
obsolescence factors due to fashion 
and season. 

Women’s Fashion and Novelty 
shoes lead the parade by a wide 
margin both in markup and mark- 
downs. They are risky business but 
seem, at least in our reporting stores, 
to reward courage and effort with the 
highest gross profit percentage. This 
percentage may be guessed at by 
subtracting the costed markdowns 
from the markup medians. 

Women’s Casuals and Women’s 
Other follow right behind Fashion 
shoes in markup and markdown order 
with guessed margins about two per 
cent less. They net about 38.5 per 
cent gross profit compared with 40.5 
per cent for Fashion shoes. 

From these reports it would seem 
that independent stores confuse sta- 
bility with preciousness and wind up 
hoarding goods in categories like 
Men’s & Boys, Slippers, Rubber and 
Canvas. There may be some merit 
to this idea, but it is contrary to the 
requirements of velocity and growth. 


We shall make further efforts to probe 
this and find out just how reliable 
these figures are. That there is a 
further tie to markdown rate, namely 
turnover, is borne out in Table 3. 
Women’s Fashion and Women’s 
Casuals lead the parade there. 

Another note of interest is the fact 
that we got as many reports on mark- 
downs by category from chains as 
we did from independents. Since the 
latter outnumbered chains considerably 
in the overall returns, the indications 
are that independents do not keep 
such records by department to the 
same extent as chains do. Or it may 
be that they just don’t feel as qualified 
to make informed guesses. 


Yardsticks for Retailers 
(CONTINUED FROM PAGE 95) 


trade publication, or an accounting 
firm to flood a specific group of retail 
stores with an operating experience 
questionnaire. The individual stores 
receiving the questionnaire are re- 
quested to fill in information about 
their previous year’s operations and to 
return the completed forms to the col- 
lecting agency. Then, the collecting 
agency summarizes the reported data 
in tabular form and transmits it back 
to the respondent stores. In summar- 
izing and reporting the data, there is 
a growing tendency among the col- 
lecting agencies to list for each item 
of information the “average”  re- 
spondent store’s performance and a 
“range of common experience” for all 
respondent stores. 

The “average store” figures appear- 
ing in the published report are most 
likely to have been determined by the 
collecting agency through the simple 
expedient of arraying all figures for 
an item reported by the respondent 
stores in order of size. The figure at 
the mid-point of the array is then se- 
lected as representative of the experi- 
ence of the group of respondent stores. 
This means that the actual experiences 
of half of the respondent stores were 
better than the reported “average 
store” figures and half were poorer. 
Thus, retailers using the “average 
store” figures as goals rather than 
solely as guide are actually directing 

(CONTINUED ON PAGE 166) 
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SHOE 
RETAILERS 
ASK..... 


Why don’t more manufac- 
turers provide us with better 


shoe packaging? 


(and gain real advantages for 
themselves?) 


Some do! 


Here’s how Vaisey-Bristol im- 


proved their packaging . . . 











> 


After design specialists in the Package Development Depart. With the advantage of research and long experience, the 


ment of Diamond National’s Gardner Division, reviewed the Graphic Arts Department developed a new package with 

full line of styles and sizes, they recommended five boxes in improved color and design for greater consumer eye- 

one art design, replacing the twelve presently used appeal. This modified design retained the Vaisey-Bristol 
image and brand identity. 


The Vaisey-Brj ; Monett, Missouri—manufacturers of Jumping Jacks 
was burdenet i ‘ yes of shoe boxes. Twelve sizes and styles were used 
for shipmeng@f this popula e of children’s and women’s shoes. 


To improvg#this packaging sit@@™ifign, Bob Bristol, Board Chairman of Vaisey-Bristol, 
asked Diamond National Corporation, 
yroducers of the Redi-Tote* shoe pack- 
I I 
age, to evaluate and revise the packaging 
system. Here’s the story in pictures 


*Redi-Tote is a trademark of the Diamond National Corporation 


At the “workshop” meeting, principals from the 
shoe factory and Diamond National evaluated the 
results of the packaging study. 

In this roundtable discussion definite recom- 
mendations were made to consolidate package 
sizes, thus saving “blank” storage space and im- 
proving inventory control. Retailer’s shelf ap- 
pearance was also improved and stock-shifting 
simplified. 

The group also approved a single art theme for all 
packages in order to create uniformity on retailer’s 
shelves and displays. 
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Here’s the prototype of the newly-styled Redi-Tote package—em- @ 
phasizing the trade name—a well-planned, colorful transition from the 
former art style. Here’s a shoe package “‘engineered”’ to sell shoes. 


This new packaging concept has wide acceptance with shoe retailers, 
who have acknowledged Redi-Tote’s time-and-money saving advantages 
at the fitting stool—Their customers are attracted by the “‘take-me- > 
home”’ handle. 


The shoe manufacturer—who uses the Redi-Tote plan—can realize 
substantial economies in packaging sizes and better inventory control, 
also less down-time for change-over of box-forming equipment. Redi- 
Tote packaging—as a bonus feature—promotes the brand name beyond 


the point of purchase. ww 


This—and other case histories prove 
that Diamond National Corporation has 
packaging know-how, unique facilities 
for research and years of marketing 
experience to achieve results. 


If you have a packaging situation that 
warrants improvement—the sales offices 
in New York, Cleveland or Pittsburgh 
can serve you or 

WRITE - WIRE - PHONE 





Retail Box Department 
THE GARDNER DIVISION 
DIAMOND NATIONAL CORPORATION 
240 S. Cooper Avenue 
Cincinnati (Lockland) 15, Ohio 


VAlley 1-2090 














To make your advertising sell more 
where and when more is sold 
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NATIONAL voice or THE TRAOE 


featuring 


LEATHER SHOW 


And 
ALLIED SHOE 
PRODUCTS SHOW 


Shoe manufacturers will make important buying decisions during 
this time of the year. New show dates have stimulated increased 
industry interest in advance information on Fall 1960 shoe 
materials and products. The RECORDER Leather and Allied 
Shows Preview Issue is the ideal background and your best 
opportunity to display your products and sell buyers from coast 
to coast. Here, too, you can compete on equal terms for buy- 
ers’ attention. 


FINAL CLOSING DATE NOVEMBER 11 
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BONNIESKIN IS DELICATE, SOFT & SILKY = é 





Many beautiful fashion 

right, mill-dyed, colors 

are available. ¢; 

Swatch books 

available on request. f@ 


WN ARMOUR LEATHER COMPANY 


TANNERS WITH THE FORWARD LOOK 





NEW YORK - BOSTON : WILLIAMSPORT, PA. + ST. LOUIS - CHICAGO - SHEBOYGAN, WISC. 


PLASTIX 


.. the complete 
boot line for women 
and children 


PLASTIX FOOTWEAR is the complete line of protective plastic 
footwear for women and children. Fully-molded, seamless, 
scuff and tear-resistant, the PLASTIX line is styled and priced 

to sell. It's the profit line so see your PFC representative. or 
write to us for catalog and prices. By all means be sure to stock 
the line they buy on sight—PLASTIX! 


PEEK-A-BOOT “ RAIN-JERETTE 


Newly designed to fit spike heel and WEATHER-ALL , For growing - and —" basa 
ointed toes...first choice for style- : —- with zipper and sealed-in water- 
maaan fon women...available in flat, a = og cee a oe proof gusset . . . also an integral 
cuban and high heel...in floral or wes aa _ <a available... side gusset gaiter with two elastic 
astrolite pattern...sizes 4-10...in se ag an bie ar y and smartly loops and button fasteners on the 
clear and smoke...elastic loop... styled...in black, red and white. side of each boot . . . available 
sized for snug fit that insures com- with ‘‘Fabrilon”’ lining for greater 
plete protection when it rains. warmth . . . easy on and off. . 
in red, brown, white and black. 


formerly Peek-A-Boot, Inc. 


PLASTIX FOOTWEAR CORP. 


P 


F “pioneers in plastic footwear’ 
1600 So. Flower Street, Los Angeles 15, California » Richmond 7-9348 
WAREHOUSES: 84-56 Parsons Bivd., Jamaica 32, New York + 2400 So. Ashland Ave., Chicago, Illinois 
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Opera Opening Stimulated 
San Francisco Shoe Selling 


THE fall selling season has gotten 
off to a brisk start in San Francis- 
co with shoe merchants reporting 
moderate increases in sales over 
last year. Sales were stimulated by 
the opening of the opera season 
where the interest is as much on 
the stylishly attired theater-goers 
as upon the stage productions. The 
newest in fashions always get their 
first showing at this event, and the 
shoes are an important part of 
every outfit. 

Dress shoe lines are sleek and 
simple with decorative touches in 
toes and heels, depending upon the 
gown being worn. Toes are both 
pointed and slightly rounding with 
jeweled, buckles and tie decora- 
tions. Heels are very slim and 
either tall or medium high. 


Most of the fall showings point 
up some of the new textures, leath- 
ers and color combinations. Brown 
is expected to be one of the leading 
colors and is being displayed in 
the wide range of shades and ma- 
terials. There are charcoal and deep 
chocolate browns in suedes and 
smooth grained leathers. There are 
also nutty luster leathers, tans and 
beiges, and bronze-brown patents. 


New light weight leathers are 
being featured for comfortable day 
and evening wear. Also for daytime 
and casual use there are shoes of 
contrasting leathers, both in mate- 
rials and colors. Brushed leathers 
are combined with smooth leathers 
such as the Andrew Geller showing 
of brushed pigskin with matching 
calf combination at $19.95. Silk 
too is being used in dressy black, 
brown or navy, with a criss-cross 
of satin ribbon across the toe. 


Toe styles appear in five pat- 
terns, square, oval, tapered, pointed 
and open. Decorations are varied, 
including criss-cross ties, straps, 
buckles, inserts, leather bows, and 
rhinestones. Vinyl inserts also ap- 
pear at toes and heels. 

Some merchants are featuring 
tall, slim heels that are guaranteed 
for the life of the shoe. These come 
in plain, variegated and gold spiral 
effects. Joseph Magnin is featuring 
a line of solid walking shoes for 
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street wear with stacked heels in 
three heights, and priced from 
$18.95 to $24.95. The City of Paris 
is showing a “foot-pampering com- 
fort” line in a wide range of sizes 
in the $13.95 bracket. 

Among the new colors in addi- 
tion to the various shades of brown 
are copper kettle, oriental porce- 
lain green, sterling grey, luster 
blue and Burma gold. 


National Shoe Fair 
Stimulates Chicago Scene 


THE National Shoe Fair always 
sparks extra promotional effort on 
the part of Chicago retailers. Ad- 
vertising, window display and other 
promotions are stepped up consid- 
erably during the period of the 
Fair. Many retailers take advan- 
tage of the big event to focus con- 
sumer interest on shoes. 


Some of State Street’s major de- 
partment stores and most of the 
large apparel houses devote extra 
window space to shoes. Some show 
as many as eight or ten brands. In 
a few cases, advance spring shoes 
are featured along with current 
styles. Two of Chicago’s leading 





Hi-Falutin’ 


BOOT:.. 


by 


The styling versatility that has made 
boots a major theme for fall is seen 
above: low heel, leather cuff with 
stacked heel, high heel. St. Louis (3 cols). 


newspapers carry special shoe sup- 
plements. The Chicago Daily News 
leads off with a special photo- 
gravure section on Saturday. The 
Tribune has a special section on 
Sunday. 

By the time of the Shoe Fair, fall 
shoe selling should have reached 
its peak. This extra exposure al- 
ways helps to bring in added sales, 
creates store and department traf- 
fic, and encourages some early re- 
sort and dress shoe buying. Busi- 
ness to date has been good, despite 
the fact that severe hot weather 
extended well into September. This 
cut into early fall business, but 
most stores recovered with the ar- 
rival of cooler weather. 

To date, the classic pump has 
topped sales, with the volume in 
suede. However, there has been 
good activity in smooth calf, and 
in patent, when retailers had it 
available. Those retailers with open 
shoes, have sold them in good quan- 
tities, and they see this as a grow- 
ing trend for late winter dress 
types and for spring. Brocades and 
high color suedes have done well 
in dressy types. Boots have picked 
up in casual and college and school 
sales. Little heels continue to gain 
added interest in practically all 
price ranges and in all types of 
shoes. 


Denver Shoe Selling 
Up to 16% Over 58 


THE shoe retail business in Col- 
orado was running up to 16 per cent 
better in October than the same pe- 
riod a year ago. Men’s shoe business 


has been particularly satisfying; 
teenager business has been booming; 
children’s and women’s shoe sales 
have been satisfactory. 

The impact of the Air Force 
Academy on the outskirts of Colo- 
rado Springs is felt in increased 
sales in men’s and women’s dress 
shoes, several retailers reported. As 
a leading ‘Springs’ retailer said, 
“Academy staff officers and their 
wives have certainly made the local 
citizenry doll up. Instead of casuals 
only, women are now buying one or 
more pairs at a time of dress shoes; 
the sames goes for the men.” 

As in Denver, high colors are be- 

(CONTINUED ON NEXT PAGE) 
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ing sold in volume in women’s shoes 
with demand for amber lustre calf, 
violets, purples and greys. Black 
suede dress pumps with pointed toes 
and stiletto heels gained in popular- 
ity as the first nippy weather moved 
into the state. All retailers reported 
an increasing demand for better 
shoes. There has been little resis- 
tance on the part of the consumer to 
increased prices. Biggest sales have 
been reported in women’s shoes in 
the $16.95 to $26.95 range. 

Colorado Springs and Denver re- 
tailers reported men’s shoe business 
as extremely good, with dressy slip- 
ons in lighter weight leading in the 
former city; heavier brogue types 
in Denver. Again there is seen a de- 
mand for better quality shoes with 
volume sales reported around the 
$24.95 price. 

Boots are becoming the fad among 
teenagers, with the low, cuffed tie 
or plain tie with ripple type crepe 
sole most popular. Colors seem evenly 
divided among black, brown, grey, 
green and red. Several children’s 
shoe retailers have had difficulty in 
keeping black nylon velvet and black 
leather saddles in stock. One lead- 
ing store in Denver reported a sell- 
out of the “covered up” pumps and 
bootlike flats selling in the price 
range of $10.95 to $12.95. Popular 
are a russet tan and black suede 
belted brogue bootee, black, red and 
palomino glove leather back-lace tie, 
a gauntlet pump in tobacco brown, 
and a black kid pump with grey or 
red suede spat. 

With the first heavy snows arriv- 
ing early in the mountain country, 
Denver jobbers reported an early de- 
mand for waterproof footwear and 
boots, both unlined and fleece lined 
as well as fur-trimmed slipons. 


Minneapolis Shoe Volume 
Improves with Cool Weather 


THERE were no complaints about 
shoe volume in Minneapolis. Most 
buyers and department managers re- 
ported that the cool, fall-like weather 
had helped to boost their totals. 

While closed heel and closed toe 
remained the high fashion story, 
there was considerable buyer inter- 
est in the sling pump also. The high 
23/8 heel was the most asked for 
in downtown stores, but some sub- 
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urban stores said they did better 
with the medium 18/8 heel. 

Black continued to be the top sell- 
ing color, particularly black suedes. 
There also was demand for black 
calf. Interest in brown was growing 
and was probably number 2 on the 
popularity list, the calfs selling bet- 
ter than the suedes. Navy blue calf 
took the next place on the list. 

A major department store said 
that it had done a big job with an 
open type vinyl shoe with a luster 
trim and 23/8 heel. Combination of 
antique gold and pearla black was 
outstanding, but patent also caught 
the interest of shoppers. Deldi- 
suedes in such colors as light green 
and grey in medium price lines also 
moved well. One specialty store, 
however, reported that its calls for 
colored shoes were “spotty” and its 
stock limited. 

In casuals, wedgies moved well 
especially a high heel, closed style 
shoe. Both deldi suedes and leathers 
got the nod of shoppers. Flats also 
continued to move, including a va- 
riety of Italian numbers. One de- 
partment manager said that bois de 
boulogne was a big color not only in 
casuals but also dressy types. He 
attnibuted its popularity to the fact 
that it goes well with the new fash- 
ion colors in women’s clothes. 

Sports type shoes in the medium 
price bracket and slipons in the 
higher price lines were trends in 





TUFF-EZE 


3-Day Special Sale! 
Nylon Velvet Saddles 


Little girls love ‘em! Black fuzzy soft & f 83 


uppers with saddle leather and white 
Usually $6.50 to $6.95 


POLSKY CHILDREN’S SHOES-SECOND FLOOR 


eveholes make her feel like a fashion 
plate. Durable, Goodyear welt con- 
struction. 82 to 3B-C-D. 


Nylon Velvet, a popular specialty mu- 
terial, is seen more widely than ever in 
school shoes. Polsky's, Akron (3 cols). 


men’s shoe sales. In the better shoes 
black appeared to be leading brown, 
although there was considerable in- 
terest in the new very dark brown 
shades. Light to medium weights 
sold best, although there were calls 
for heavier weight styles for winter 
wear too. Loafers and cordovan 
leather sold for the back-to-college 
trade. Chukka boots in buck leather 
were a leading novelty number. Best 
colors were loden green and grey. 


St. Louis Shoe Retailers 
Report “Happy Days” 

HAPPY days are here again fer 
St. Louis shoe retailers. Cash reg- 
isters are clicking away; cool fall 
days are keeping them clicking. In 
women’s types, closed pumps lead, 
from dressmaker suit patterns to 
after-five shoes. Offside vamp treat- 
ments have been rating good. cus- 
tomer nods. 

Although black stays in top spot, 
brown is giving black a run for its 
money this fall. Many dealers have 
played up various browns in special 
ads and in window displays, with 
good results. Reptile and simulated 
reptile pumps have had an active 
selling season, better than usual 
for St. Louis. Dealers say that the 
response is due to the extra stress 
now on ready-to-wear in brown. 
Top reptile pattern is the plain 
pointy toe closed pump with mid- 
heels and spikes running about 
even. 

Style promotions have been the 
rule for many stores. Stix, Baer & 
Fuller had day-long guest appear- 
ances from top level designers and 
executives from 10 or more major 
producers; the fanfare was in 
honor of the downtown store’s 
newly and beautifully remodeled 
women’s shoe department. 

Basics continue strong for chil- 
dren. Sales of boot types are gain- 
ing daily for grade schoolers; high 
school and college girls continue to 
choose boots without hesitation. 
Pam’s Crestwood Plaza store is 
running a_ telephone-of-your-own- 
for-one-year giveaway to promote 
its newly added “La Femme” line 
for teen girls. Winning teenager 
in Pam’s sweepstakes drawing re- 
ceives her own phone in her choice 
of colors. Store windows are built 
around a receiver-and-dial theme 
to tie in with the sweepstakes. 
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Wherever the news is — Sandler is! As America’s headline 
maker for nimble-go-fashion shoes, we know an appealing thing when 
we see it. And our Paris unit has it — specialty ballerinas that 
are darn near as fetching as your favorite French movie star. And 
our Italian unit has it — wonderful open shoes; sandals, thongs 
and colorful braids. We do not attempt to make these shoes in our 
American factories, we acknowledge a touch that 

makes their products distinctive. What it all means ‘eae 

is, internationally speaking, when you see Sandler Age ‘ 
at the Show, you’ll see plenty of excitement. BAY NDI ER 
Private Dining Room 18 * Palmer House, Chicago ee 
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The Russian Shoe Industry 
(CONTINUED FROM PAGE 105) 


daily volume of $100,000. Keep in 
mind that this is not a huge store, as 
might be expected with a sales per- 
sonnel of 70. Altogether, it’s about 
the size of three modest family shoe 
stores in the U. S., all on one floor. 

How come such a fantastic dollar 
volume. First, each sales person aver- 
ages, on the above estimates, about 
29 pairs a day—very plausible con- 
sidering the endless traffic. At an 
average of $50 a pair of shoes, each 
salesperson’s daily volume is around 
$1,500. Multiply this by 70 sales- 
people and you have the $100,000 
daily take. 

When | informed these shoe people, 
upon being asked, that our average 
shoe store volume was under $75,000 
a year (a mere 300,000 rubles), they 
were astounded. But they were equal- 
ly astounded to learn that some 60 
per cent of all our shoes sell at under 
$6.50 a pair retail. They also gulped 
at our figures of 24,000 shoe stores, 
plus over 40,000 other retail outlets 
selling shoes. 

Except for a handful of shoe stores, 
such as the modern House of Models, 
all store fixtures are identical. The 

compartmentalized oak 
Lighting is from ornate, 
though not very illuminating, chan- 
deliers. The carpeting in the try-on 
areas is the same standard pattern. 
Cashiers sit in the same box-like com- 
partments. Salespeople wear the same 
dark blue cotton smock. The plastic 
shoe-holders for displays are the same 
in all stores. 

There is no deviation of this basic 
pattern. That’s because everything 
must comply with the “plan,” and 
there is no room for original ideas or 
initiative that might stem from store 
managers salespeople. Nobody 
goes off beat. A job is a job, and few 
seem to care much beyond that. 


seats are 
benches. 


or 


Shoe Fitting 
We’ve mentioned that shoes are 
rarely fitted by the salespeople unless 
it’s an extremely hard-to-fit foot, or 
the customer is aged or physically in- 
capacitated. To a degree, this is un- 
derstandable. The pressure of traffic 
and “turnover” is incessant. More- 
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over, the primary aim of the customer 
is to buy a pair of shoes—and any 
personalized fitting is of secondary 
importance, if important at all. So 
store, salesperson and customer are 
in basic agreement: let’s get the sale 
over with. 

Remember, too, that only a tiny 
minority of Russians have had any 
habitual experience with personalized 
fitting of their shoes. Hence the self- 
fitting is taken for granted. 

Interestingly, when Soviet Foreign 
Trade Minister Anastas I. Mikoyan 
visited the U. S. last winter in a trade 
mission, he was taken on a tour 
through Macy’s in New York. It’s 
reported that he spent more time in 
the shoe department than in any other. 
One reason: he was fascinated by one 
of the mechanical foot-measuring de- 
He studied it intently, asked 
questions about it, and tested it on his 
own foot. 


vices. 


If this was such a novelty for such 
a high-up Soviet official, we can im- 
agine how remote such a device, com- 
monplace to us, is to the average 
Russian. 

Despite numerous visits to Russian 
shoe stores, and close observations, I 
never once saw a fitting device used 
or even in open evidence. In one large 
shoe store I asked the manager what 
kind of foot-measuring stick or other 
device he used. He said their device 
was a real precision instrument. When 
I asked to see it he replied that it was 
being repaired. 

I said, “But you have over 20 sales- 
people employed here. Do you have 
only one fitting device for all?” 

He shrugged, then smiled, “But 
really, what’s the need for a fitting 
device at all? Doesn’t everyone know 
his own shoe size, anyhow?” 

So foot-size is in the customer’s own 
mind, as he may decide. Neverthe- 
less, ironically, some shoe stores do 
have and use X-ray fitting devices, of 
which they’re quite proud. However, 
no precautions whatever are used 
with them. In one store I saw a 
couple of children using one at ran- 
dom, turning it off and on for as much 
as a minute at a time, without inter- 
ference from any of the nearby sales- 
people. 

The salespeople make no habitual 


use of the fitting stools. The fitting 
stool, when used at all, is used by the 
customer. It appeared that the sales- 
people felt that the fitting stools clut- 
tered up the narrow working areas, 
so the stools were frequently moved 
back, and kept back, out of everyone’s 
way. 

Children appear to get no more at- 
tentive fitting service than adults. For 
example, parents usually do the shoe- 
fitting of their children—even the 
babies. The stores sometimes have a 
special high swivel stool on which the 
baby sits while the mother fits the 
shoes. 

(In the next article in this series, Mr. 
Rossi will continue his discussion of 
shoe retailing in Russia.) 


I. Miller & Sons Cites Oldest 


Customer, New Orleans Store 


NEW ORLEANS—Imperial Shoe 
Store was presented a scroll by I. 
Miller & Sons Company honoring 
the New Orleans store as the oldest 
customer on the books of the New 
York footwear firm. The scroll 
marked 50 years’ continuous associ- 
ation. 


Albert Wachenheim, Jr. (left), president 
of Imperial Shoe Store, and Clifford 
Kern, Jr., his assistant, view scroll pre- 
sented to them by Edward Russell, Jr. 
(right), president of |. Miller & Sons. 


Edward Russell, Jr., president of 
I. Miller, presented the scroll to Im- 
perial President Albert Wachen- 
heim, Jr. in ceremonies at the store. 
With Mr. Russell were Jack Aron of 
Fort Worth, Tex., regional sales rep- 
resentative of I. Miller, and Sue 
Eastman, fashion director. 

In connection with the presenta- 
tion shoes which were popular in 
the first few decades of the 20th cen- 
tury were displayed in Imperial’s 
windows and on the sales floor to- 
gether with current styles. 





Traditional Choice of 
style-conscious, comfort-minded customers 


Traditional Choice of 
sales-conscious, customer-minded dealers 


BASS 
WEEJUNS* 


Nationally advertised to men who | 
appreciate the best... 








TRADITIONAL CHOICE... timelessintaste | 


G.H. BASS 4 CO., 179 MAIN ST., WILTON, MAINE 








The above ad appeared in the Fall issues of 
ESQUIRE, NEW YORKER, SPORTS ILLUSTRATED 


At the Chicago Show 
Whatever you do...be sure to see 


the BIG BASS LINE 


Room 704 


Featured Shoe: Style 734. Bass Weejuns* 
Brown Antiqued, Double Leather Soles; Leather Heels. 


a 


Palmer House 


= — 


ORIGINATORS OF WEEVJUNS* 
| First on the market; first promoted; first in choice 
: *T.M, Reg. 


G.H.BASS & CO., Dept. BS- 10, Wilton, Maine, 614 Marbridge Bldg., N.Y.C. 1, N.Y. 
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winally | 
“ALESMEN 


IN YOUR STORE? 


here’ what one extra 


ShoeKeeper sale per day 
per person means to you! 


PER YEAR 
+ 600. 
900. 
1200. 
1500. 
1800. 
2100. 
2400. 
2700. 
3000. 


SALESMEN AVERAGE PROFIT PER SALE 


2 |%100x 2= $2.00 
100x 3= 3.00 
100x 4= 4.00 
1.00 x 5.00 
100 x 6.00 
100 x 7.00 
100 x 8.00 
100x 9= 9.00 
100 x10= 10.00 
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Exhibition Hall 
Palmer House 
NATIONAL SHOE FAIR 


ROCHESTER SHOE TREE CO., INC. 
P. O. BOX 3536, ROCHESTER 9, N. Y. 
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The new Buntees Natural Gait Last allows more area across 
the forepart of the shoe, where it’s needed . . . it’s designed 
on the basis of a semi-straight last. The toe of the shoe takes 
on a semi-square shape . . . is easier fitting, gives better 
allocation of space to the entire forepart of the foot. 


» 
TPF Ee 


MEASURE BABY’S FOOT 
ACROSS THE WIDTH OF THE 
TOES...AS WELL AS THE BALL 


A baby foot is almost as wide 
across the toes as it is at the 
ball. The toes do not recede 
in a cone shape as in the 
adult foot. This foot calls for a 
square-like shape to the shoe. 


See the entire line at... 


CHICAGO: 

Room 847 

Palmer House 
NEW YORK: 
Room 554 
Sheraton McAlpin 
DALLAS: 
Adolphus Hotel 
ATLANTA: 

Henry Grady Hotel 


STRAIGHT-A-WA) 
POTVIN SHOE CO., 6 
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National Shoe Fair 
(CONTINUED FROM PAGE 81) 


shoe business itself is changing as a 
result of new consumer buying hab- 
its, new patterns of living, new 
competitive forces, new methods of 
merchandising. Today it is impera- 
tive that every retailer keep alertly 
attuned to these trends which are 
having a potent influence on shoe 
business.” 

The Retailers Conference, con- 
ducted by the National Shoe Retail- 
ers Association, is centering its 
program around this important 


theme of “change” in shoe business, 
This major industry event is being 
held on Sunday, October 25, in the 
Grand Ballroom of the Conrad Hil- 
ton Hotel, Chicago, from 12:30 to 
4:30 P.M. Tickets, which include 
luncheon, are priced at $10. 

The Conference, already close to 
a sell-out, will consist of a “tell and 
show” presentation. A group of na- 
tionally known. names in the fields 
of merchandising, promotion and re- 
tail sales training will headline the 
program. 

Keynote speaker at the Conference 
luncheon will be Lloyd W. Nord- 

















2384-black, plain toe 
blucher with Tru-Glide 
Zephyr sole by Biltrite. 
Also availabie in tan as 
2385. 


New, Fast Moving 


Addition 


to the 


Broadway Line 


The model above, made on the sensational crepe 
rubber Tru-Glide Zephyr sole by Biltrite, is just 
what you need to cash in on the latest trend in 
men’s footwear. It combines smartness, comfort 
and out-in-front styling . .. sells fast at a popular 
price with a better-than-usual mark up. 

This number is just one more reason why the 
Broadway line is America’s biggest profit maker 
in men’s medium priced dress shoes. For full infor- 


mation, write or call 


J. W. CARTER COMPANY 


NASHVILLE, TENNESSEE 


strom, president of the National 
Shoe Retailers Association, who 
speaks on “Significant New Trends 
in Shoe Retailing.” 

Bernice Fitz-Gibbon, America’s 
most famous woman advertising ex- 
ecutive, will speak on “Advertising 
That Sells Shoes.” 

“Show, Stop, Sell” is the theme 
of the presentation by W. L. Stens- 
gaard, a national authority on in- 
store merchandising and point-of- 
sale selling. 

“Techniques to Help Salespeople 
Sell More” will be the subject of 
John J. McCarthy, one of the coun- 
try’s leading authorities on retail 
personnel training. 

Elaine T. Norwood, Sales Promo- 
tion Director of Craddock-Terry 
Shoe Corp., presents an effective 
plan for “Motivating Shoe Sales- 
people for Increased Stock Turn- 
over.” 

On Tuesday, October 27, the Shoe 
Women Executives, at a luncheon 
in the Grand Ballroom of the 
Palmer House, will present a dra- 
matic style show centered on the 
theme, “How Fashion Sells Shoes.” 

The program will incorporate 
authoritative spokesmen from 
Vogue, Esquire and Parents’ maga- 
zines, speaking on fashion-selling in 
women’s, men’s and children’s shoes, 
respectively. These magazines are 
working closely with the spring, 
1960, footwear promotions spon- 
sored by the National Shoe Insti- 
tute. 

In addition, one of the industry’s 
foremost authorities on retail shoe 
merchandising will outline a stimu- 
lating ‘“sell-more-in-’60” plan for 
shoe business. The SWE program is 
designed specifically to provide a 
solid sense of styling direction as the 
industry prepares to move into the 
new season ahead. 

Unprecedented retailer-buyer 
terest is being expressed in this 
year’s Shoe Fair. The Fair “offi- 
cially” opens the new season and 
year. It is being increasingly re- 
garded not simply as a buying show, 
but as an “ideas and style-direction 
show.” Based on Shoe Fair surveys 
conducted recently, it has been 
found that retailers and buyers are 
intensely interested in ideas that 
can help sell shoes, as well as in the 
new styling trends themselves. 

As a result, more than one-third 

(CONTINUED ON PAGE 156) 
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The world’s smartest shoe pac 


“handled” by 
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Carrye Pack Handles give you a unique combination of customer conven- 
ience, packaging elegance and economy unequalled by any other method. 
With custom imprinting, Carrys Pack Handles ‘sign’ your name or blend 
with your package design. Here’s why stores the world over use Carry* Pack 
Handles: %& It eliminates expensive custom boxes * It eliminates messy 
strings *% It’s fast and easy to use *& It's beautiful; available in stunning 
colors ...and it SAVES money! 
Visit us at National Shoe Fair, Exhibition Hall Palmer House 


WRITE FOR FREE SAMPLES OR A 10 DAY TRIAL! No obligation, of course. CARRYePACK COMPANY,LTD. 
Schiller Park, Illinois 
Canadian Licensee: Top Paper Products 
Limited, Guelph, Ont. 
BS 2-109 
) Gentlemen: 
(0 Send free, 10 day trial in color, 
7 2 Send literature and samples. 
Schiller Park, Illinois No obligation, of course, 


Name 


DISPENSERS ARE LOANED FREE ! Company 


CARRY* PACK HANDLES ARE STRONG! Address, 
City. 
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BE SURE YOU SEE 


‘the SHAPE and COLOR 
{of THINGS TO COME 


NATIONAL SHOE FAIR 


“PALMER HOUSE ¢ CHICAGO 


“sy, OCTOBER 25-29 


EXCEPTIONAL 


Children's Welts by Altschul 


ORIGINAL “NATURE'S OWN" —bosic, true straight last foot- 


wear with unique "Contour Fit" in both normal 
and unexcelled "R-ex" (Thomas Heel) con- 
struction. 


FAMOUS "R-EX" CONSTRUCTION— incomparable — built-in 


Altschul support construction crafted on ex- 
clusive Altschul lasts in attractive styles and 
patterns. 


REGULAR CONSTRUCTION FOOTWEAR— newest and 


most accepted styling . . . exclusively Altschul! 


NEW LASTS ... NEW PATTERNS . . . NEWEST STYLING 


101 SHOES ALWAYS IN-STOCK 
FOR SAME DAY SHIPMENT! 


See this most extensive array of top quality 
Children's Welt Footwear! 


BLUCHER SADDLES @ STRAPS @ BAL 
“U" THROAT @ BAL SADDLES... 
in all sizes, widths and colors. 


maTiONAt’ 


SHOE FAIR Va 


CHICAGO 

\ EXHIBITING A 

(Na Le, 
SN1959 
a 


BLACK VELOUR 

BUK “BEE” OXFORD 

Long Arch Supporting Counter * Right and Left 
X-Ray Steel Shank © Stitched ‘'Zephyrlite’ 
Sole * Welted Heel Seot 

M230: !2'/2-3, B-EEE, Taper Toe 

L230: 5-10, AA-EE, Taper Toe 


)uline ACteehul, Que. 


) GRATTAN STREET + BROOKLYN 37,N Y 


CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 
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National Shoe Fair 
(CONTINUED FROM PAGE 154) 


of all the 800 exhibiting shoe manu- 
facturers, are coming to the Fair 
with specially developed merchandis- 
ing and promotions programs 
geared to their lines for spring, 
1960. Retailers and buyers thus will 
have an enormous reservoir of 
“idea” information to utilize for 
their spring selling. 

The tremendous importance of 
the National Shoe Fair is seen in 
the fact that over 100,000 new styles 
and patterns will be on display by 
the 800 exhibitors who represent 
some 97 per cent of the nation’s 
shoe production. This is approxi- 
mately two-thirds of all the new 
footwear styles and patterns intro- 
duced by the entire industry 
throughout the complete year. 

Another point of intense interest 
in this year’s Shoe Fair is the still 
unsettled movement of shoe prices. 
In recent weeks, an increasing num- 
ber of shoe manufacturers have an- 
nounced further price rises, to cover 
on still-rising costs, particularly on 
materials and supplies. 

Retailers and buyers in 
numbers are coming to Chicago to 
ascertain their position on pricing 
for the coming season—decisions 
that will influence the timing and 
extent of their buying. Such deci- 
sions are expected to be made 
earlier than usual because of the 
sensitivity of price competition that 
has been developing. 

With a heavy production schedule 
anticipated during the early months 
of 1960, spring deliveries again pose 
a serious problem that will influence 
the timing of buying by retailers. 
To purchase the right shoes in the 
right amounts at the right prices 
for right timing of delivery—this 
is a formula that confronts ali re- 
tailers as a challenging problem as 
they move into 1960. 

Combining all these reasons, it is 
evident that the Shoe Fair will be a 
capacity show. While retailers face 
upcoming problems, they also face 
a period of continuing national 
prosperity and good business. This 
paradox of problems and prosperity 
should make the National Shoe Fair 
the very heart of shoe business ac- 
tivity in late October. 
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Does your store have a 


SPLIT PERSONALITY ? 





I; your store modern on the inside, 
but old-fashioned on the outside? Your 
regular customers may know it’s an 
up-to-date establishment, but what 
about potential customers who judge it 
by its outward appearance? 

A Pittsburgh Open-Vision Store 
Front is the mark of a progressive busi- 
ness. It identifies you and your store 
with all that’s new in merchandise and 
service, and lets you display that mer- 
chandise to best advantage. It boosts 
your prestige and—most important— 











it boosts traffic in your store. 

A wide variety of Pittsburgh Store 
Front Products is available to achieve 
any design you prefer; including Pitts- 
burgh Polished Plate Glass and Twin- 
pow” Insulating Glass Units for the 
open-vision front, supported by 
Prrrco® Store Front Metal. Tuseuite®, 
West and Hercutite® Doors, Pittsburgh 
Door Frame Assemblies and Pitrco- 
matic” Automatic Door Openers can 
also add much to your new or re- 
modeled front. 


INDUSTRIES LIMITED 
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FREE BOOKLET 


For more information on 
Pittsburgh Open-Vision 
Store Fronts, send in the 
coupon and we'll be glad 
to send you our new 


store front booklet. 


| Pittsburgh Plate Glass Company 
Room 9215, 632 Fort Duquesne Blvd. 
| Pittsburgh 22, Pennsylvania 


Please send me a free copy of your booklet, “Put 
| Your Best Store Front Forward.” 


| Name......... 


| 
| Address...... 





Markdowns 
(CONTINUED FROM PAGE 91) 


steak money, sweated-out money, real 
money. 

If you’re your own boss, it’s your 
money. If you're not the boss, it’s 
money and it may also be a nightmare 
of sleepless nights. It may sometimes 
also be your job. 

But this isn’t about how to buy. | 
must assume the adequacy of the buy- 
ing function. I needed to refer to it 
because the largest cause of mark- 
downs—and we'll be discussing how 


to cut them down— is poor buying, 
uninformed buying, silly buying, 
show-off buying, never-knowing-when- 
to-stop buying. 

I’m not suggesting that you can’t 
make mistakes, even on informed judg- 
ments. Retailing is a practice. Practice 
is a form of acquiring knowledge. 
Practice is experience. 

There is always risk in retailing. 
The risk of the new and the different. 
The risk may not pay off. But it may 
still be profitable. For its positive 


effect on the customer. For demon- 








Boulevard® NYLON velvet for shoes. 
shipped during the past season. 


Leaders in the shoe trade recognize the fact that Wondervel® is the most effective 


Avwel; 


NYLON VELVET., 


Vf, 
4 


4 


That’s why great quantities have been 





This magic fabric with its soft, luxurious hand, has super-strength and amazing 
beauty. It is crock-proof, and very easy to handle. 


Learn how to increase your volume more profitably by using Wondervel® nylon 
velvet now for your casual, play, children’s back-to-school and dress-up shoes. 
Reduces your costs on uppers, but adds a rich, expensive look. The timing is right 
— shoe fashions in nylon velvet have never been stronger. 


Comes in black, and best-selling shoe colors. Inquiries welcomed. 


WONDERVEL® 100% NYLON VELVET 
Low Cost with an Expensive Look 
Durable Finish Washable 
Scufl-proof Shuns dust 
Snubs marks 


N4th Year os 
largest 
producers 
of finest 
velvets 


A. WIMPFHEIMER & BRO. INc. 


350 Fifth Avenue New York i 


. > . 
Extensive consumer, retail, and merchandis- 
ing campaign offered FREE to Wondervel® 
asers, Write for full particulars, 
Registered 











stration to her that yours is the place 
for the new and the smart. She may 
not buy. But she wants to be able 
to say, No. And even if she says No, 
your stature in her eyes has grown. 

That’s a markdown. That’s a healthy 
markdown. But because this kind of 
markdown is good, don’t buy a slew 
of risks. 

But other things aren’t moving. 
You discover you bought too many 
small sizes or too many large sizes, 
Or the poorer colors are left. Or a 
job lot’s “dogs” are left. Or you just 
bought too much, period. These are 
all causes for markdowns. 

How move them? Marking them 
down is the last thing to do. 

You’ve got to ask, Was the effort 
made to sell them? You’d be surprised 
how many items are _ needlessly 
slaughtered when, if given a chance-- 
in the hands of the clerk, by means 
of the proper words in his mouth— 
they’d move at full price. 

Have you given the customer the 
chance to see the items? Were they 
ever displayed? You'd be surprised 
how many items are sacrificed that 
given the light of day on a counter 
have struck a this-is-for-me-gleam in 
a customer’s eye. I'll come back to 
this subject later. 


TOOL 


Now, how can the markdown be 
made a “tool”? A merchandising tool. 
A tool for more volume, if not also 
for profit. 

Implicit in the discussion of the 
terror side of the problem were a 
number of left-handed advantages: 

—The markdown enables you to 
expose your customers to certain un- 
certain items, and if they don’t react, 
you at least get your money back; 

—Whatever the cause, the mark- 
down converts merchandise back to 
cash for further conversion into ac- 
ceptable merchandise; 

—Markdowns create special values 
and these reflect favorably on your 
merchandising ; 

—The fact that you have reduced 
price (a markdown) to meet competi- 
tion again creates a favorable impres- 
sion among your customers; 

(CONTINUED ON PAGE 162) 
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WHERE DO YOU GROW FROM HERE, 
MR. JUVENILE SHOE MAN? 


Whatever your goal in the children’s shoe field, you’re certain to get there 
more quickly and surely with a Dr. Posner franchise. Dr. Posner gives you 
a “growing business” from the word go — witha proved eight-point 
promotion program designed to boost your sales volume...build up your prestige... 
and establish your store in your community as headquarters for fine fit 
in juvenile footwear. Write today for Dr. Posner in-stock catalogue. 


Most complete line of tested and accepted juvenile shoes. 
Outstanding service of baby shoes...famous for over 70 years. 
“Special Feature” shoes...an orthopedic line with style appeal. 
4 “Flying Aces”...specifically styled for boys and big boys. 


In-stock service...immediate delivery. 


6 Perfect sizing to accepted measuring devices. 


Newspaper mat service on cooperative basis. 


8 Full program of premiums, giveaways, mailings and displays. 


Be sure to see the Dr. Posner line during the 
National Shoe Fair, October 25th—29th ... 
Room 897-98 at the Palmer House, Chicago. 


Dr. POSNER SERVING YOUTH SINCE 1888 


SCIENTIFIC 


HOES 
$ Dr. Posner Shoe Company, Inc. 112 West 24th Street, New York 
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America’s favorite 
rainboots are the pre- 
sold rainboots. For 
maximum sales success 
follow the leader and 
eash in on the sound 
advice that Lucky gives 
to 11 out of 12 women, 
‘‘Look.at tle Bex ta 
be sure!” 















FLORAL 
DESIGN 

















We will 
see you at the 


NATIONAL 
SHOE FAIR 
Chicago 





MAKE SURE YOUR RAIN DEARS DISPLAY UNITS OCTOBER 25-29 
ARE OUT ON THE SELLING FLOOR, i 
STOCKED AND WORKING FOR YOU, ae ae 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 











LOS ANGELES, 941 EAST THIRD STREET CHICAGO, 2019 W. WALNUT STREET NEW YORK, 47 W. 34TH STREET 


MAdison 5-2531 CHesapeake 93-3529 PEnnsylvania 6-5955 





October 15, 1959 


Markdowns 


(CONTINUED FROM PAGE 158) 


—The markdown enabled you to 
move out soiled or damaged mer- 
chandise which no business can avoid 
creating; 

-—-The markdowns, by reason of 
their price, improved stock turnover; 

—You were plain overbought—just 
too much stock for your business. A 
markdown of this stock to effect sub- 
stantial customer savings, the fact of 
your “licking” publicized by ad or 
window or direct mail, and the ex- 
cess is reduced. 

Ergo, the markdown can be a crea- 
tor of sales. Whatever the reason that 
prompted the markdown, the fact of 
a reduced price was responsible for 
increased sales. 

You can also manipulate markdown 
necessities to increase sales. The manu- 
facturer may have a markdown. He 
may have over-produced. Or it’s near 
the end of the season and he’s got 
more stock than he should have. You 
buy his merchandise at a markdown 
for him. 

It’s uncommon to put your 
regular markon on this merchandise 
and shriek 


thus move your own markdowns with 


not 


(legitimately ) sale and 
specially-bought merchandise at regu- 
lar profit and increase sales. There are 
retailers who make the markdown a 
source of extra profit. The device is 
also an excellent improver of turn- 
over. 


HANDLING MARKDOWNS 


Now for the handling of the mark- 
down. After you’ve done everything 
you can to move the unmoving mer- 
the 
that a markdown is indicated. 
should it be? Cliché 
says, Enough to move it right away. 
And the answer again is, 


chandise—it’s then, as doctors 
say, 


How much 


Bologny! 
How much? Really how much? 

If the item is high priced, high style, 
extra risky: I’d cut it to cost right 
away. Why fuss? 

A markdown in the course of the 
season? At least 25 per cent off, 
maybe 33-1/3 per cent. For me (and 
it may not be for you), it’s more im- 
portant to get out from under and 
fast, than to piddle about. 
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Toward the end of the season: 
half off, at least. Turnover is bad 
enough, slow enough, to risk carrying 
the stuff over until next year. 

But if it’s a staple item—the kind 
that if it doesn’t sell today will sell 
tomorrow? You've heard that before, 
because you may yourself have said it. 
Don’t believe it, even if you do say 
it yourself. Buy it tomorrow again, if 
you must. But today, get it out of the 
house. Who knows what'll be staple 
next year? 

Should the markdown price be a 
“sale” price or a “regular price”? By 
that is meant, should the ending price 
suggest “sale” to the customer be- 
cause it’s different from the ending 
prices of the regular merchandise? 

A favorite device today is to give 
the customer the signal by a 90¢ or 
99¢ ending if the regular merchandise 
prices end in 95¢ or 98¢, or the even 
dollar. But that’s when you've got 
enough marked down to cover a table 
with. 

If it’s an odd item here or there—- 
they crop up on periodic review of 
stock—the markdown may be to an 
established price line one or two or 
even several below the original price. 
The price tag may even be changed 
and no reference made to the fact 
that it’s a markdown. But (and this 
is an absolute assumption) every cus- 
tomer who comes in, if it’s her size, 
must be exposed to the item. 

A last word on markdowns. If the 
first stiff cut doesn’t move it, then 
slash to the bone, then to the marrow, 
then *way below cost, but move it. 


INSURANCE 


Having taken the markdown, what 
are you doing to insure against fewer 
markdowns in the future—as few as 
intelligence and knowledge can help 
you in the future? If you can do it, 
draw up your markdowns by manu- 
facturer. One or more may be respon- 
sible for most of them. These are the 
ones to discontinue doing business 
with. 

If you can, study your markdowns 
by causes: 

—-Markdowns caused by trying to 

be the big shot and over-buying; 

—Markdowns caused by “I'll leave 


it to you, Charlie” to work out 
the size relationships; 

—Markdowns caused by multiple 
style buying rather than taking 
up each style by itself and saying, 
Is this for my customer or not? 
And in exactly what sizes (and 
widths) should I buy it? 

—Markdowns caused by poor con- 
trols which caused duplicate pur- 
chases; 

—Markdowns caused by too late 
deliveries from the manufacturer 
and your too-good-natured ac- 
ceptance of them; 

—Markdowns caused by across-the- 
board sizing when you ought to 
concentrate in the safe sizes only; 

—Markdowns caused by competi- 
tion, good if not too heavy; if 
too heavy, avoid repeating the 
items or drop the manufacturer. 

This will help—help a lot. But it 
won't eliminate them. Because tomor- 
row, with the best intentions in the 
world, you’re going to buy something 
that one night will wake you with 
terror. These you can’t altogether 
escape. 

They’re implicit in merchandising. 
But at least have the assurance that 
you bought with all the knowledge 
you could bear on the choices. 

And just as you'll sweat the night 
through, go through the next day 
sweating what to do about it. If the 
markdown is “indicated”, take it, 
take it fast, and let it teach you. To 
Reduce them? 
Yes. Because only in heaven will you 
know that much as to have no mark- 
downs at all. 


avoid them? Never. 


Robert Walters has bought an in- 
terest in the Woody-Thompson 
Shoe Store, Winterset, Ia., from 
Elton Woody, a member of the firm 
for 38 years. The store has become 
known as the Thompson-Walters 
Shoe Store. 


Jim McCaffree will manage the 
new Kaufman’s suburban’ shoe 
store in the Country Fair Shopping 
Center at Champaign, Ill. He has 
been in the shoe field since 1940 
and for the last four years has 
represented Herman Shoe Com- 
pany. 


Boot and Shoe Recorder 





Bellaires 


JUDY 
STYLE 615 BLACK KID 
7 Last—14/8 Heel — 
‘SIZES STOCKED: 
AAA 610 C 4-10 
AA 52-10 OD 4-10 
A 510  €E 4-10 
B 4-10 EEE 4-10 
PRICE—$6.40 less 2%! 


e 


October 15, 1959 


STILL RETAILING 
AT $10.95! 


with these extra advantages: 





Bigger-Than-Ever Market 

Bread and Butter Styles 

No Closeouts, No Markdowns 
Extreme Sizes, Widths AAAA to EEE 
24-Hour In-Stock Service 


VICKERY MARTY 
STYLE 622 BLACK KID STYLE 1449 BLACK KID 
15 Last—15/8 Leather Heel 12 Last—14/8 Louis Heel 
SIZES STOCKED: SIZES STOCKED: 
AAAA 7-11 B 2%-12 AAA 6-10 C 4-10 
AAA 6-11 C 2%-11 AA 52-10 D 4-10 


AA 5%2-12 D 2%-12 A 5-10 E 4-10 
A Sata Beet B 4-10 EEE 4-10 
EEE 4-11 PRICE—$6.40 less 2%! 


PRICE—$6.40 less 2%! 


Like money in the bank, these popular Cushionized 
Bellaires! They keep customers comfortable, keep 
them coming back. Fast In-Stock service, full mark- 
up and long size runs please the dealer, too. Stock 


up now! 


IN-STOCK for fast delivery 


Write Dept. B for latest In-Stock Catalog 


CUSHIONIZED BELLAIRE SHOE CO. 
15 Lowell St. Portland, Maine 


Showing at the 
CONRAD HILTON — ROOMS 801 & 802 








Another Wellco First! 











WELLCO pre-sells FOAMTREADS 


this ad in beautiful 
full color will 
appear as a full 
page in the 
November issue 

of Reader’s Digest 
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eaders ) 
Digest for you! 











To the long list of national, mass-circulation magazines in which FOAMTREADS 
have been pre-sold to millions, Wellco now adds the magazine with 
the biggest circulation of them all: Reader’s Digest! Over 12 million 
families will be able to read about FOAMTREADS unique features in the 
November issue of Reader’s Digest — right in the heart of the best 
slipper-selling season. Over 12 million families wil! be able to 
see the best-selling FOAMTREADS in full color. Many of these 12 million 
families will be looking for FOAMTREADS in your area. ..-in your store. 
So, get ready for a FOAMTREAD slipper selling spree. Stock 
FOAMTREADS in depth. Display them prominently in your windows and in your 
store. Tie in with the Reader’s Digest promotion with 
your own local advertising and in-store displays. 


Capitalize on this fabulous Wellco first, and chalk up a new high in slipper sales. 


Wellco FOAMTREAD slippers, of course. 


welico 


ie ere ey 


For “The Walk That Relaxes”’ 
WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 


In Canada, FOAMTREAD slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
*T.M. Reg. © Wellco Shoe Corporation 1959 


October 15, 1959 





Yardsticks for Retailers 
(CONTINUED FROM PAGE 140) 


their efforts toward mediocrity. 

On the other hand, the 
common experience” figures appearing 
for each item in the published report 
will probably represent the range of 


“range of 


experience of the middle fifty per cent 
of the 
their experience figures are arrayed in 


respondent stores when all of 
order of size. In using this particular 
set of data, retailers should bear in 
mind that twenty-five per cent of the 
respondent stores covered by the re- 
port had higher experience figures and 
twenty-five per cent had lower than 
those reported. In other words, if a 
retailer equals or exceeds the best fig- 
ure included in a “range of common 
that he has 


equalled or bettered the operations of 


experience,” he knows 
seventy-five per cent of the respondent 
stores for this particular item. A re- 
tailer who attains this objective for a 
great majority of items is assured that 
his store is reasonably well managed 
even such a 


and operated. However, 


retailer can ill afford to rest on his 


laurels when it is remembered that 
twenty-five per cent of the other re- 
tailers in his particular line of mer- 
chandise are either equaling or better- 
ing his job. 


Interpretation of Yardsticks 

Various profit yardsticks can be 
used to illustrate the proper use of this 
invaluable managerial tool. Among 
profit yardsticks in use by retailers, 
for example, are: (1) net profit mea- 
sured as a per cent of net sales, (2) 
net profit measured as a per cent of 
net worth or the owner’s equity in the 
and (3) operating profit 
measured as a per cent of average cost 
The use of all three of these 
ratios is essential to obtain an ade- 


business, 
inventory. 


quate evaluation of a retailer’s profit 


Until 


retailers 


relatively recently, 
have tended, 
reasons best known to themselves, to 


showing. 
however, for 
use only one of these yardsticks: net 
profit measured as a per cent of net 
Their failure to use the other 
two profit yardsticks has been unfor- 
tunate. Specifically, it has denied them 
essential information about the use of 


sales. 


their capital. 
Actually, 
sticks listed in the preceding 


each of the profit yard- 
para- 
graph represents a measurement of 
profit from a different point of view. 
For instance, net profit measured as a 
per cent of net sales represents a cus- 
tomer’s point of view of profit. It 
measures the share of the customer’s 
dollar that the retailer retains as his 
Some types of retailers make 
effective use of this particular profit 
measurement in their advertising and 
sales promotion programs. 


profit. 


As a case 
in point, the A & P has long stressed 
the fact in its public messages that it 
retains as its profit only one cent out 
of each customer dollar. 

Net profit measured as a per cent 
of net worth, on the other hand, repre- 
both the 
retail investor’s and retail manager’s 
The use of this yard- 
know how 


sents a measurement from 


points of view. 
stick lets a retail manager 
productive he made the dollars en- 
trusted to his care during the previous 
fiscal period and provides the investor 
with a basis for deciding whether or 


(CONTINUED ON PAGE 168 





Fibre Heels... 


tnt 
éuma 


What girl wants “run of the mill styling’, 
especially in footwear. For my flatties I prefer Leather 


light-weight, noiseless and pre-shaped 


to fit my own ideas of casual styling. Me, I go for the 


Individual Look of flatties ... 


that’s why Leather 


Fibre Heels Belong. 


GEORGE O 


BRIOGEWATER «© MASSACHUSETTS 


leather fibre’s first name. 
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FOR MEN AND BOYS 





Threé Generations of Fine Shoemaking 


THE OUTLOOK FOR YORKTOWN MERCHANTS — 


eae 


IS BRIGHTER THAN EVER 


IN STOCK FROM ONE SOURCE: 
140 STYLE NUMBERS FOR MEN, AA-EEE; 6-14, $10.95-$15.95 retail 
. 28 STYLE NUMBERS FOR BOYS, A-EE; 2%-7, $8.95-$9.95 retail 








le 6907 
Fd Grain 


S 6908 
eroun ‘ Grain 





Los Angeles, Calif, 


Write now for catalog or for salesman to call 


GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. » FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
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Yardsticks for Retailers 


(CONTINUED FROM PAGE 166) 


not he has invested his dollars wisely. 
In 1957, for example, retail net profits 
in terms of net worth, by groups of 
stores, ranged from a low of 14.8 per 
cent for apparel stores to a high of 
30.0 per cent for food chains. This 
great gap in earnings between the 
apparel and the food stores should 
1aise several pertinent questions in the 
minds of both the apparel store man- 
agers and investors. 


Finally, operating profit measured 
as a per cent of average cost inven- 
tory represents a measurement of 
profit from the retail manager’s point 
of view. It enables a retailer to know 
how effectively he has used his capital 
invested in merchandise. It provides 
him with a good basis for bonus pay- 
ments to his buyers and merchandise 
managers. The Annual Men’s Wear 
Magazine Survey of Operating Exper- 
iences of Men’s Wear Stores stresses 
the use of this ratio. This report re- 





RNED 


(heatricals| 


BE 


As important as the fine quality, 
professional design and flawless fit 

of Berned Ballet Slippers is the 
complete range of sizes—ready 
IN-STOCK for instant delivery—which 
gives this line the rapid turn-over that 
insures profits for you. Genuine black 
or white kidskin, hand-lasted and 


fully lined. $1490 


Net 7.0.b. Boston 


BERNED SHOE CO. 


Manufacturers — Distributors 
207 ESSEX ST., BOSTON 11, MASS. 





veals that the average men’s wear store 
manager produced fifteen cents for 
each dollar invested in inventory in 
1957. However, on the other hand, 61 
of the stores participating in that study 
earned over twenty cents on each dol- 
lar invested in inventory and a few 
stores earned as much as fifty cents on 
each dollar of inventory investment. 

Can any retailer afford not to allo- 
cate the time required to gain a thor- 
ough knowledge and understanding of 
how to use various yardsticks most 
effectively in the management and 
operation of his store? 


Editor's Note 


Readers of last year’s survey may 
recall the formula given for “capital 
turns.” With this figure Dr. Ells- 
worth’s yardstick of “operating profit 
as a percentage of average cost inven- 
tory” may be calculated from figures 
in our tables. The procedure is as 
follows: 


1. To get capital turn—divide Turn- 
over rate by the Markup Comple- 
ment; 

2. Multiply the result by the Net Oper- 
ating Percentage to get Operating 
Profit as a percentage of cost in- 
ventory. 

Example: When Turnover is 2; Mark- 

up 40 per cent; NOP 3 per cent. 

100% — 40% 


60°, or .60 
(the markup complement) 


Step one above: 


2 — .60 — 
3 1/3 (capital turns) 


Step two above: 


fix 3% 
10% (operating profit as a 
percent ave. cost inventory) 


This would be equivalent to the state- 
ment that 10 cents operating profit 
was earned from each dollar invested 
in inventory on the average. 


Wisconsin Tanners’ Meeting 


MILWAUKEE — The Wisconsin 
Tanners’ Production Club will hear 
a talk titled “An Exposure to Collec- 
tive Bargaining” at a meeting Oc- 
tober 30 at 6:30 p.m. in the Plank- 
inton House, Milwaukee. The 
speaker will be Egan Peck, a labor- 
management counselor. 
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a NEW TYPE or 


that will make YOUR store 


UNIT VULCANIZED IN 


U.S. Patent No. 2,789,295 





Boot and Shoe Recorder 





CHILDREN’S SHOE 
the LEADER in your city! 


not merely different 
... distinctively BETTER! 


GRO-RITE is the first line to bring you the unique construction and design features 
that mothers have been looking for in children’s shoes. 


An improved last design that accommodates foot growth without cramping the toes . 
shoes that will withstand the most strenuous wear without losing their shape and 
support ...a truly waterproof bond between the superb leather upper and the long 
wearing super-flexible sole. Six widths to enable you to fit even the problem foot. 


GRO-RITE shoes are so flexible and foot conforming, they need 
no breaking in. And that’s important in fitting children properly. When you sell a pair of 
GRO-RITES, they stay sold; because when they feel right on the foot at the 
fitting stool, they’ll go on feeling right until they’re outgrown. The specially treated 
crush-resistant counter retains its proper shape for the life of the shoe. 


Because GRO-RITE shoes are PROCESS 82 vulcanized, there are no sole tacks, heel nails, 
staples or other metal that can work through to hurt the foot. 
Yet they can be resoled as simply as conventionally made shoes. 


GRO-RITE is the only children’s shoe on the market today with which you will 
be able to compete successfully with the “big brands’’. Scheduled national 
advertising will pre-sell GRO-RITE shoes to the public for you. 
GRO-RITES retail profitably at $7.95. 


Exclusive dealer franchises available. 


mo igo 


(ee Cpt eae oe EM oe 

non a Beg ons aR 
ae Rare oe. ORES bis 
a 


VISIT 


~ Room 978 -W 


PALMER HOUSE, NATIONAL SHOE FAIR 
OCTOBER 25-29 


oat ~~ arch 


ogee 


GRO-RITE SHOE COMPANY, tc. 


A WELLCO — RO-SEARCH AFFILIATE, 
MOUNT GILEAD, NORTH CAROLINA ©1959 
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Gross Profit 


(CONTINUED FROM PAGE 82) 


some of the analytical elements are 
available for internal study and com- 
parison without costing an inordinate 
amount of effort. If, for example, a 
retailer were to keep a record of mark- 
downs, he could then calculate his 
initial markup without figuring and 
recording the retail values of each 
invoice. 

If Mr. Likely were on the simple 
cost method but kept a record of 
markdowns which showed that over 
the entire store they came to a little 
over six per cent of sales; and if he 
estimated shortage to be around one 
half of one per cent of sales: he could 
then arrive at his initial markon by 
using the formula: 


SPY + RRY 
~ 100% + RRY 


3646.67 
——— = 40° 
106.67 ¥ 





mu°/, 


(Note that we are using 6.67 per 
cent of sales as Retail Reductions or 
the sum of shortage and markdowns.) 

In the same manner he could work 
out his markup in the Women’s Fash- 
ion and Novelty department as 44 
per cent: 


37 + 12.5 
——- = #4 


112.5 


He would then have some useful 
detailed information about his opera- 
tions and a set of figures which would 
enable him to report more accurately 
on surveys besides being in a position 
to adapt his own statement for more 
accurate comparison with published 
statistics. 


Notes on Table | 


® With the number of reporting stores 
growing larger we were able to 
make more differential reports this 
One of them is Gross Profit 
by types of store. The medians will 
probably shift as we get still more 


year. 


and better responses. But in this, 
as in all other reports, more truth 
and more value is gained from an 
examination of the distribution 
about the median. 


® For example, 25 per cent of all 
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stores report margins of 38.1 to 
40 per cent of sales as opposed to 
the median of 38 per cent. 

Some of the Family stores in that 
upper middle quarter reach 39.6 
per cent but go down to a median 
of 36.8. 

It would seem, then, that the spe- 
cialty stores (men’s or women’s, or 
children’s) do better than the family 
stores as a group. While the mix of 
such specialty stores roughly ap- 
proximates the departmental mix of 
the family store, there is still plenty 


sults as soon as they appear definite 
enough to serve as benchmarks for 
comparison. 

The inclusion of many smaller In- 
dependents now serves to show 
chains as having higher margins 
as well as higher markups. 

Total chains show a higher median 
and higher gross profit percentages 
in the quarter group just above the 
median. 

Family chains show a similar ten- 
dency toward better margins—but 
surely not to the extent indicated 





MERCHANDISE STATEMENT COST METHOD 


Net Sales 

less Cost of Goods Sold 
Stock on Hand Jan. | (at cost) 
Purchase |/1—12/31 (at cost) 

Total 

less Stock on Hand Dec. 31 (at cost} 
Cost of Goods Sold 

Gross Profit 


% Sales 


$70,000 100.00 


64.0 
36.0 


44,800 
25,200 





of room for doubting the compari- 
son. 

Last year we did not have enough 
good reports to make this and other 
tables which appear this year. By 
next year we hope to have enough 
so that tables will have real author- 
ity. Meantime we set forth the re- 


by the medians. Thirty-seven and 
a half per cent of family inde- 
pendents range above the median 
from 36.0 to 43.2 per cent of sales. 
In the same bracket we find all 
family stores ranging from 36.9 to 
42 per cent of sales. 

(CONTINUED ON PAGE 174) 





MERCHANDISE STATEMENT RETAIL METHOD 


. Inventory at cost Jan. | 

. Mdse. received at cost* 

. Transportation 

. Cumulative cost 

. Inventory at retail Jan. | 
. Mdse. received at retail 

. Cumulative retail 

Net Sales 

. Retail reductions** 

Tot. retail reductions 

. Inventory at retail Dec. 31! 
. Inventory at cost Dec. 31 
Gross cost of goods sold 
Gross Margin 


OOnNonRwn — 


SBEES 


Women's 
Fashion 
Dept. 


$20,500 $2,600 
44,850 8,990 
1,050 140 
66, 11,730 
34,000 4,600 
76,650 16,350 
20,950 
14,000 
1,750 
15,750 
5,200 
2,900 
8,830 
5,170 


Store 


25,200 


Notes: * Cumulative Markon Complement = line 4 divided by line 7 = 60% Store 


567, WFEN 


* Markon = 100 per cent less complement = 40%, Store 


447,W FEN 


* Line 11 = line 7 less line 10 * Line 12 = line 11 times complement 
+ Line 13 = line 4 less line 12 * Line 14 = line 8 less line 13 
* Receivings here shown with cash discount subtracted from invoice. 
** Mostly Markdowns — should include employee discount and shortage. 
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TRADEMARK 
_ 
——— 


{ gives you all the carefully selected colors 
SPECIAL found in hand-made Western boots — 
VOMSUNT now available at popular prices, and .. . 


ya se NE All STYLES 
a >> ALWAYS <\< 
—S= IN-STOCK 


WHY RISK LOSING SALES when you can get immediate shipment from the longest, most color- 
ful Juvenile Cowboy Boot line in the country? 


You must HAVE boots to SELL boots — and COLOR sells the young ‘‘cowboy’’. The Q-D line 
offers you a choice of 99 colorful styles, popular-priced to give your customers honest value, 
and IN-STOCK now for the big selling season ahead. 


ORDER your Q-D Brand Cowboy Boots now — start selling them now! 





SEE THEM AT THE 
SHOE FAIR 


Style 1217 
Style 6008 ROOM 903 Steceglon Tas 
Genuine Kid Top 


Fancy Stitched 
3-color underlay Palmer House 2-color underlay 


Also Round, 
Pointed Toe 











SEND for Catalog and 
Dealers’ Price List TODAY 


QUINN & DELBERT BOOT MFG. CO. manusoro, mass. 


Specialists in the manufacture of fine juvenile boots 


Juvenile COWBOY Boots ... © CHUKKA © WELLINGTON © COMBAT © ENGINEER Boots 
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Gross Profit 
(CONTINUED FROM PAGE 172) 

* And in the 374% per cent of re- 
ports which fall immediately below 
the median, the independents run 
from 32 to 35.8 per cent of sales 
while all family stores range from 

TABLE 2 


ing the median and judge his own 
operation accordingly. Even if they 
were accurate enough to be called 
definitely typical, medians are al- 
ways the figures of mediocrity. 

® A comparison with figures in Table 
2 would show our stores to be run- 
ning a higher margin than the de- 


GROSS PROFIT—SELECTED MOR* DEPARTMENTS 


CATEGORY 


INCLUDES 
CASH — 


MARGIN 





Women's Shoes 


39.4% 2.7 % 





Children's Shoes 


38.7% 2.3% 





Women's & Children's 


39.0% 2.6% 





Women's Slippers & Casuals 


38.6 % 2.7% 





Men's and Boys’ Shoes 





38.0% 1.5% 











Controllers’ Congress 


*Merchandising and Operating Results 
National Retail Merchants Association 


1958 








32.4 to 36.7 per cent of sales. 
Therefore, it does not appear from 
an examination of the “middle” 75 
per cent of reporting stores that 
independents fall much below the 
chains. But they do appear to be 
definitely below. 

The individual studying these tables 
should watch the brackets surround- 


partment stores would show after 
discounts were deducted. But we 
shall withhold judgement until we 
are of the uniform 
handling of freight and cash dis- 
counts by our reporting stores. 

See the section on “The Bottom Line” 

or Net Operating Profit for further 


more certain 


discussion of Gross Profit. 





Accounting and Control 
(CONTINUED FROM PAGE 97) 
portation is handled as part of the 


Those 


which use the retail method of inven- 


direct cost of goods. stores 
tory reflect freight costs in the initial 
markup calculation. The famous an- 
nual reports of the National Retail 
Merchants’ Association and the Har- 
vard Business School handle inward 
transportation as part of the merchan- 
dise cost. 

Nevertheless, many reports and sur- 
veys still show freight as an expense. 
Therefore, it is advisable to keep a 
separate record of this item so that 
one’s own reports may be adjusted to 
compare with published information 
in either form. 


Alterations 


Similarly, the material and labor 
cost of altering ‘repairing or dyeing 
shoes should be charged directly to 
the merchandise account. Stores which 
keep separate records of initial and 
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maintained markup (the retail meth- 
od) enter such “alteration and work- 
room costs” as a subtraction from the 


The 


figure, plus cash discounts, is the one 


maintained markup. resulting 


reported as Gross Merchandise Mar- 


or Gross Profit. 


Cash Discounts 


Cash discounts are the jumping- 


y 
gin 


jacks of retail accounting. Whatever 
the complicated reasoning, this item 
may appear directly in markup, after 
maintained markup or completely out 
of the net operating part of the state 
ment——way down in Other Income. 
Many retailers and writers on the 
subject contend that there is a certain 
artificiality to the separation of all 
these accounts in different parts of the 
statement. They contend that the real 
cost of goods sold to the customer 
comprises invoice cost, plus freight 
The 


invoice cost and the 


charges, minus cash discounts. 
result is net 
amount which should be used in cal 


culating initial markup. 


In view of the lack of conformity, it 
is certainly advisable for the merchant 
who wants to compare his reports with 
others, to keep these accounts sepa- 
rately so that he can adjust his state- 
ment with whatever way the cat jumps. 


Gross Profit—Cost Method and 
Retail Method 


In the section on Gross Profit we 
compare two ways of arriving at that 
figure. The first or cost method is 
employed by many small stores and a 
few big ones. It is based on the annual 
inventory, which is taken at cost and 
is in many ways the simplest method 
of arriving at Cost of Goods Sold. We 
do not propose, at this time, to argue 
ihe merits of one method or another. 
But the retailer who would use the 
retail method of inventory must be 
prepared to add more analytical ac- 
counts to ‘his record keeping. 
who 


their purchases the additional require- 


For those already analyze 
ment is to calculate the retail values 
of each invoice and post these to a 
separate column in a_ merchandise 
summary book. With a little practice 
this can be done swiftly. But it would 
he wise to do this practice work and 
see just what it really does amount 
to before undertaking to keep such 
accounts. 

Furthermore, it is a requirement of 
the Internal Revenue Bureau that this 
method of calculating Cost of Goods 
Sold be done for separate depart- 


This 


would require at least two and possi- 


ments with similar markups. 


bly three groupings of a Family shoe 
store. Categories with 44 per cent 
markons would have to be separated 
from those which work around 40. 
And if some groups like canvas ani 
weather wear operate with markups 
which hover around 36 per cent, they 
would have to be carried as a separate 
department. The Cost of Goods Sold 
must be figured individually for each 
department, the Gross Margins deter- 
mined and then added to give the 
Gross Margin for the total store. 
Another requirement of the Revenue 
Bureau is that a proper markdown 
record be kept by departments for 
those who would report Cost of Goods 
by the retail method. All in all, this 
(CONTINUED ON PAGE 178) 
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ALLEN BROTHERS SHOE CO. 





Charles Shea 


10 YEAR hy eee 
DISTRIBUTOR a 
CLUB ct oe 


Time to express our thanks to the thousands 
of retailers whose enthusiastic support has 
proved the success of the unique Huskies 
distribution system of selling a nationally 
advertised line through localized in-stock ware- 
house distributors. Evidence of this success 
of Huskies exclusive service system is the cel- 
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ROBERT £. COMINS, INC 


M. DOBREIN & 


es 





Daniel Goldin 


ebration of the ten-year association between 
Hussco and three of its wholesale distributors— 
Allen Brothers, Robert E. Comins Co., and M. 
Dobrein & Sons... all members of Huskies 10 
Year Club. Happy anniversary to all three of 
you, and many, many more! Hussco Shoe Com- 
pany, 47 West 34th Street, New York 1, N. Y. 
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They’re on display at 


The NATIONAL SHOE FAIR 


CHICAGO, ILL. 


PALMER HOUSE 


ROOMS 904-905 


EBY SHOE CORPORATION EPHRATA, PENNSYLVANIA 


NEW YORK SALES OFFICE: 465 MARBRIDGE BLDG. 
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SEE 
THE MOST 
VERSATILE SHOE 


Al THE 


Bata DVP* Work Shoe ... feature for feature, the world’s 


greatest | work shoe... made to fit every job! 


SEE IT FOR YOURSELF at the NATIONAL SHOE FAIR in 
OCTOBER 25 thru 29 














These men, and millions more, are your customers for Bata’s 
DVP Work Shoe 


*DIRECT VULCANIZATION PROCESS-— keeps feet absolutely 
dry in the wettest weather! 


Bata SHOE COMPANY, INC. 
BELCAMP, MARYLAND 
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Accounting and Control 
(CONTINUED FROM PAGE 174) 


kind of record keeping for tax report 
purposes should not be undertaken 
without a thorough discussion with 
the store’s accountant. But for pur- 
poses of internal analysis there is no 
reason why some of these records 
should not be kept if they are not too 
time consuming. And before the mer- 
chant decides that they are, he should 
consider the value he could get from 
real knowledge about markups, mark- 
downs and margins for the store as a 
whole or for certain categories, types, 
price lines or resources. 


Women and Their Shoes 


(CONTINUED FROM PAGE 103) 


of the centuries-old interest in their 
feet and legs as symbols of their 
gentility, personality, and appear- 
ance. For centuries, this interest has 
variously waned and flourished but 
it has been fairly constant since the 
1920’s. Especially today, a woman 
with unattractive legs is likely to 
suffer more from them than from a 
defect in any other part of her ap- 
pearance except her face. Women 
cannot do much about the reality of 
their legs and so transfer their in- 
terest to their shoes and feet, about 
which they feel they can do some- 
thing. Women in all income levels 
seem to have given enough thought 
to their legs and feet to be reason- 
ably alert to the most flattering way 
of presenting them: “I have heavy 
legs so I wear a tailored shoe with 
a little bow,” “I have pretty legs and 
instep so I like a cut out D’Orsay 
model,” “I know that I can’t look 
really elegant without elegant 
shoes,” are the kinds of reasonably 
insightful comments women make. 

Although a woman may hesitate 
to say that she loves clothes, she 
will be able to express her love of 
clothes in a socially approved way 
by talking about shoes. Over half 
the women interviewed owned a shoe 
rack, and about half of these said 
they recalled displaying their shoes 
to someone at least once in the pre- 
ceding year. Almost half the women 
interviewed even polished their own 
shoes, although many had misgiv- 
ings about the polish coming off on 
their stockings. 
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A goodly number expressed plea- 
sure at the wide range of colors 
now available to them all year round 
instead of spring and summer in 
contrast to the earlier standard 
navy, black and red of not too long 
ago. Many also were pleased at the 
year round use of leathers like suede 
which had previously been confined 
to winter. “In the last ten years, 
shoes have become so much less 
dowdy,” said a New Orleans stenog- 
rapher. 


The Most Important Accessory 


Shoes are usually the most impor- 
tant single accessory in a woman’s 
wardrobe. Shoes tie up a woman’s 
costume so completely that they are 
likely to be the most important de- 
terminant of the rest of her cos- 
tume. The more chic the woman, 
the more important shoes are to her. 
A woman generally decides what 
shoes she will wear, sometimes on a 
half-conscious level, and then selects 
her dress and the rest of accesso- 
ries. The shoe thus starts as well 
as finshes her wardrobe, even though 
she may pick and put her dress on 
first. 

These conclusions emerged clearly 
in interviews conducted among all 
income levels and in all parts of 
the country. Women are, in general, 
more aware of and sensitive to shoes 
than they are to any other part of 
their own or others’ wardrobes. 
They are sufficiently aware of shoes 
and shoe styles to be able to look 
for a specific kind of style even to 
the details of heel and toe, when 
they shop. Most (over 80 per cent) 
of the women interviewed stated 
that they bought their shoes for 
fashion reasons. There was no other 
article of clothing other than dresses 
which was bought as frequently for 
fashion reasons. 


Comfort and Complaints 
Comfort was definitely in second 
place to style, as a dimension which 
was considered by women when they 


went shopping for shoes. This is 
not unique to twentieth century wo- 
men. It will be remembered that in 
one version of the Cinderella story, 
found in Grimm’s Household Tales, 
Cinderella cut off her toe in order 
to get her feet into the slipper. This 
attitude would not be unfamiliar to 
some American women today, who 
cheerfully or otherwise, sacrifice 


their comfort in order to be in style. 

Discomfort often stems from 
heels and the pressure they put on 
the metatarsal area. American wo- 
men are so used to shoes with heels 
that statistics on their height are 
based on women wearing heels, Al- 
though 5 ft. 5 in. is the often quoted 
average height of American women, 
this includes two inches for their 
heels. 

Women have a wide variety of at- 
titudes toward comfort in shoes. 
Most women resent the increasing 
lack of comfort, which they vaguely 
assume is related in some way to 
what they believe to be the increas- 
ing elegance of shoes. Some women 
wearing an elegant looking yet com- 
fortable shoe, will feel a need to 
justify the shoe by saying, “I 
bought them because they are so 
comfortable.” 

The manufacturer who named his 
new heel the “Let’s not take a taxi” 
heel was appealing to women’s 
awareness toward shoe discomfort. 
The greatest problems in connection 
with comfort were provided by 
shoes’ toes and heels, according to 
our respondents. The greatest prob- 
lem with style was that connected 
with decision on the shape of the 
toe and the height of the heel. 

Studies of children have shown 
that girls are more interested than 
boys in fairy tales involving suffer- 
ing. These girls, when they grow 
up, may become the women who ac- 
tually almost enjoy wearing shoes 
that hurt. This ambivalence is illus- 
trated in a widely circulated story 
about a woman in a shoe store, re- 
cently reprinted in a national maga- 
zine. She tried on a pair of shoes 
with very narrow heels and toes and 
said, “These are the most uncom- 
fortable looking things I have ever 
seen.” When the salesman put them 
in the box, she asked “What are you 
doing?” “Putting them away,” he 
replied. “Don’t be silly,” she said, 
“I’m buying them.” 

In spite of such extreme re- 
sponses, almost three-fourths of the 
women interviewed reported difficul- 
ties in finding shoes that were both 
stylish and comfortable. Getting 
shoes that fit and are also in style 
was the shoe problem most fre- 
quently mentioned by women. Where 
comfort was mentioned as a prob- 
lem, it was seldom mentioned as an 

(CONTINUED ON PAGE 182) 
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“Oh, Oncol! 
You are 
magnifico!” 





Now...Two special new grades 
for economy-priced shoes. 


Manufacturers and shoe buyers have 
long known that Onco in the shoe 
means more sales on the floor. 


Now two special new grades of 
Onco* are available for low 
volume-priced footwear — especially 
the fast-selling Casual and Flattie 
types for Women and Misses. 


Combining flexibility, durability 
and comfort, they are ideal for 
cement construction, and are also 
suitable for lamination to cork, 
sponge or foam rubber. 


The new grades of Onco are 
processed from Brown Company's 
exclusive Solka* pulps—with 
excellent resistance to sweat, odor, 
bacteria and mold. 


Write for samples and complete 
information to Dept. CA-10, Boston. 


*No. 5 and No. 6 Grade 


INSOLE-ATED —for better shoes, better sales. 


Another Quality Product of : 


BROWN iri} COMPANY General Sales Office: 150 Causeway St., Boston 14, Mass., Mills: Berlin and Gorham, N. H. 
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Expenses 
(CONTINUED FROM PAGE 83) 


Peculiarly enough, the tendency to- 
wards fixedness is more marked when 
sales are falling than when they are 
rising. During the great depression, 
sales seemed to fall for some time be- 
fore retailers began to hack expenses 
down in sheer desperation. But when 
sales are rising, there is a tendency 
for expenses to expand like gases and 
fill the available volume. This may be 
due partly to the merchant’s natural 
aggressiveness in striking while the 
iron is hot. 

But the condition also stems from 
the fact that expenses are matters of 
habit. Once an expense has crept into 
the business it is hard to get rid of it. 
Hire somebody to do something and 
there is a fixed expense. Come better 
methods or poorer times, or changed 
times or changed circumstances with 
the job grown smaller and absorbable 
by someone else, it doesn’t matter: 
the extra pair of hands has become 
part of the expense structure. 


It doesn’t matter unless someone is 


thinking about it: measuring jobs and 
eflort; studying productivity; 
dering whether the job needs to be 
done at all or as much. The concen- 
tration must always be on selling——on 
making the business grow. But an 
everlasting and unremitting eye must 
be kept on costs, or they will grow 
faster than sales. 


won- 


Standards for Comparison 

One way to do this is to watch for 
standards Surveys 
like TEMP are one way of getting 
such standards. And when they are 


of comparison. 


found, the smart merchant will keep 
his eye on the better range of figures 
and set his sights on performance 
which fits the best end of that range. 
Look at the total expense picture in 
Table 3. 

To the best of our present knowl- 
edge, *4 of the expense performance 
in independent stores of the family 
type falls between 23.5 and 39.3 per 
One third of these 
stores work between 28.5 and 30.9 
per cent of sales. This is the range to 


cent of sales. 


know that each store has to strike its 
own balance among the component 
elements which lead to growth and 
profit. But every good performance 
in every element is a challenge. If 
one operates with high markup and 
high margin it is possible that an 
expense in the bracket above the 
median may be needed to justify the 
markup. (See section on markup for 
non-price competitive factors.) But if 
a store gets no more than middle or 
lower margins it can eye that 28.5 per 
cent expense rate with understandable 
lust. 

Another way of getting standards 
is to keep records and to study them. 
Selling productivity may run close to 
200 pair per salesperson during the 
busy weeks of the year and drop to 
100 pair during the slow weeks—with 
Part 
time help cannot be adjusted to meet 


several graduations between. 
this situation perfectly: indeed, in 
most cases, not even to meet it well. 
Besides the problem of getting more 
sales during the slack periods, there 
is the problem of somehow raising 
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Stock and Sell WINCHELL — 


THE SHOES MOST MEN WEAR MOST OF THE TIME! 


Check these shoes for sales appeal, wearing value, lasting comfort, 
customer satisfaction. They've got what most men want, at a price 
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WINCHELL SHOE MFG. CO. NATICK, MASS. 
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NO OTHER MATERIAL OFFERS 
THE SPECIAL ADVANTAGES OF 


PERFECTLY COLOR MATCHED CUTS WITH CLEAN EDGE 


YW WW 


The quality and performance of Resproid 1000 sales. Specify Resproid 1000, available now in a 
has made it the number one Viny! socklining and wide variety of colors and print patterns for sock- 
heel pad material for high grade shoes. Resproid linings and heel pads. For complete data and 
1000 adds to appearance and wear ... assures more samples contact your nearest Respro-Textileather 
profit, more customer satisfaction, more repeat footwear specialist listed below. 


THE FINEST, MOST COMPLETE LINE OF VINYL SHOE FABRICS COME FROM 


oro TEXTILEATHER 


A PRODUCT OF 








THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION 607 mavison ave - ro.eDo 3, on10 


* Liebman & Cumming * Seaman Steen Company C. N Reisenberger & Son *A G Mooney. Lid 
1329 Sunset Bivd. 96-100 South Street 370 West Broad Street 20 Bates Road 
Los Angeles, Catitorma Boston 11, Massachusetts Columbus 22, Ohio Montreal 8, Canada Also distributed by 
Liebman & Cumming * Barnard Shoe industry Supply Corp * Moore & Giles * Complete stocks are warehoused Universal Coated Fabrics Co., inc 
718 Mission St., Rm. 422 2128 South Hanley Road P.O. Box 56 for your convenience at the re 643 Broadway 
San Francisco, California St. Lowis 17, Missours Lynchburg, Virgina gional sales offices indicated by New York 12,6. ¥ 
an asterish 
wastituTt Melvin E. Weil John E. Shevenell K 0. Schneider & Son 
180 North Wacker Drive 21 Spruce Street 1225 North Water Street 
Chicago 6. Ihnors New York 38, New York Milwaukee, Wisconsin 
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Expenses 


(CONTINUED FROM PAGE 180) 


the productivity of the basic person- 
nel. 

Generally, more time will be taken 
with each customer during the slower 
periods and a better average sale pre- 
sumably results. But few storekeepers 
will take this opportunity to learn the 
finer techniques of selling and to 
train help in them. Let's face it: it is 
much easier to pass this up as non- 
sense or to say that the help doesn’t 
care. 


Notes on Table 3 


© We are hot on the trail of the dif- 
ference between independent and 
chain store operations. At the pres- 
ent writing the balance seems to 
favor the independents—at least on 
a percentage basis. As noted in 
Table 1 the chains seem to earn a 
higher gross profit; but they ap- 
parently give it away in a higher 
expense rate and wind up with a 
lower operating profit rate (see 
Table 10). This is no new thought, 
nor is it necessarily bad for the 
chains since we are dealing with 
percentage of profit rather than 
dollars. 
Specialty stores appear to have a 
higher expense rate than the family 
stores in every combination. If this 
observation holds up in future sur- 
veys we can draw some conclusions. 
The obvious one—that the way to 
increase productivity of expense 
centers is to put them to work on 
more lines of goods—holds true 
only up to certain marginal points. 
It is interesting to note that family 
stores run an expense rate which is 
8/10 of one per cent of sales lower 
than the rate for all stores combined, 
and that the same difference with 
small variations holds for all the 
range figures on either side of the 
median. There is one exception. In 
the family stores, the lower sixth 
of the 75 per cent of reports nearest 
the median shows expense rates of 
as low as 23.8 per cent of sales. 
This, if it can be believed, is nice 
going. Even if subtracted from the 
comparable figure in the Gross 
Profit table (1), the resulting net 
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operating profit would be some- 
thing with which to conjure. 

See the section on “The Bottom 
Line” or Net Operating Profit for 
further discussion of expenses. 


Women and Their Shoes 
(CONTINUED FROM PAGE 178) 


abstract or a separate problem but 
was usually cited in connection with 
the need for shoes that were stylish. 

Another response is the growing 
number of women who carry a more 
comfortable pair of shoes in a tote 
bag or other carrying device while 
they wear a relatively uncomfortable 
but stylish pair. Once they reach 
their destination, they put on the 
more comfortable pair. The office 
worker who keeps a flat heeled pair 
of shoes in her desk and comes to 
work in fashionable high heeled 
shoes is a familiar figure. 

A number of women complained 
that there did not seem to be any 
adequate protective footwear which 
had any functional relation to their 
shoes, so that they were even more 
uncomfortable than usual when they 
wore rubbers. They buy rubbers 
which fit only part of their shoe 
wardrobe, and complain that even 
the shoe store which sells them a 
pair of shoes does not seem to have 
rubbers which go with the shoes. 
Women in large cities particularly 
felt that protective wear was gen- 
erally ugly, in addition to not fitting. 


Typology of Shoe Wearers 


Perhaps the clearest indication of 


how sensitive women are to the 
wearing of shoes in costumes is in 
a procedure which was developed 
for establishing a typology of wo- 
men’s shoes. Our sample of women 
was shown a variety of different 
kinds of women’s shoes and asked to 
describe the kind of women who 
would be likely to be wearing each 
pair of shoes, in any way and using 
any language which they liked. 
There was considerable agreement 
among women on the characteristics 
of the kind of women who would 
wear most of the different kinds of 
shoes shown. There were differ- 
ences, of course, in terms of the 
women’s degree of fashion sophisti- 
eation and _ socio-economic status. 
However, the degree to which wo- 
men were able to employ a relatively 
detailed vocabulary to describe the 


different kinds of shoe wearers sug- 
gested the extent to which they are 
aware of shoes and what they reveal 
about their wearers. 

Awareness of the kinds of wo- 
men who would be likely to wear a 
given kind of shoe is far greater 
among women than among men. 
Men, however, were able to respond 
reasonably well to the shoe-person- 
ality projective test. The vocabulary 
which they used was not as precise 
as that used by women, but sug- 
gested that they did understand 
much of what women were commu- 
nicating about themselves with their 
shoes. Both men and women gen- 
erally agreed with the observation 
of Salvatore Ferragamo, the noted 
Italian shoemaker, that a woman ex- 
presses her personality with her 
feet. Both men and women, for ex- 
ample, in talking about nervous wo- 
men, mentioned the same charac- 
teristics of the nervous woman: 
slipping her feet in and out of her 
shoes; tapping on the floor, and 
moving the feet back and forth on 
the floor. 


Fashion Coverage 

The enormous importance of shoes 
to women’s clothing is seldom ade- 
quately recognized by fashion mag- 
azines in their representation of 
costumes. The shoes used in illustra- 
tions of whole costumes are usually 
selected because they are safe and 
middle of the road. Shoe style stor- 
ies, especially recently, are usually 
color rather than style stories. By 
contrast, a less important accessory 
like hats gets more extensive cover- 
age, 

One reason for fashion magazine 
picture stories about fashion devel- 
opments not giving enough atten- 
tion to shoes is that models usually 
appear at the studio wearing stand- 
ard pumps which may destroy the 
line of the costume to be photo- 
graphed. Therefore the photog- 
rapher usually cuts off the photo- 
graphs at the model’s legs or shows 
shoes in a blurred way. Sometimes, 
shoes are selected for one model and 
a last minute change in plans re- 
quires the use of another model who 
may not fit the original shoes. Some 
photographers may feel that the typ- 
ical model’s size nine does not photo- 
graph well. 

The caption on the typical fashion 

(CONTINUED ON PAGE 186) 
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When you stock and SELL dri rl 2 ale Leclie 


made of wonderful REZILTUF. 


THE BOOT BUSINESS HAS GONE TO HEEL! 


The hardened heel in this boot was proven to 
be spike-proof last winter by actual 
consumer usage throughout the country. 

No other boot can make this claim! 


#305 
HIGH SPIKE 
Puncture-Proof 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 


IN NEW YORK: 5701 Park Avenue 
West New York, New Jersey 


IN CHICAGO: Airo Supply Co., 2732 North Ashland 
OR CALL YOUR NEAREST WAREHOUSE OR JOBBER 


#201 
Skimmer Flat 
Faille Pattern—Side Fasten- 

ing. Size 5-10. 


Slim toe skimmer flats and low heels 4/8-11/8 heel height. Fits 
low-low heels better than any other boot. 





#301 
Low Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-10. 


Fits walking shoes, nurses’ oxfords and conventional low heels, 
6/8-12/8. Big seller. 





#303 
High Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-9. 


Fits conventional high heels, 20/8-24/8 modified pointed toe 
Great for Red Cross and Florsheim-type dress shoes. 





#302 

Cuban 
Faille Pattern with Cordé 
trimas illustrated. Size 5-10. 


This shaped-toe Cuban will fit a wide variety of cuban and spool 
type heels, 12/8-16/8. If accounts must limit stock to 3 styles, 
this boot can be used for mid-spike heels. It will not fit high 
spike heels. 





#304 
Mid-High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-10. 


Designed to fit pointed toe, slim mid-high spike heel, 15/8-20/8 
A real high fashion, beautiful boot. 
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#305 
High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-9. 





Here is the true high fashion boot. Fits the new pointed toe and 
slim high spike heel, 21/8 — 25/8. Cannot be worn on mid-high 
heels. 








Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Sipiiac, Automatic 
Leveling Machine a “‘natural’’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Matiad. Automatic Leveling Machine — 
Model A. 


Aplied. 
UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Women and Their Shoes 
(CONTINUED FROM PAGE 182) 


photograph will show and credit the 
manufacturer of accessories like the 
hat and jewelry which’ the 
will be wearing. What our 
interviews have shown to be the 
fashion conscious Woman’s most im- 
portant accessory—her shoes—will 
often neither be shown nor men- 
tioned. In a recent fashion maga- 
for example, a typical story 
shows a model walking her dog, and 
although the dog is clearly shown, 
her shoes are completely blurred. 
This would seem to be a major de- 
fect in fashion coverage and this 
downgrading of shoes is a condition 
which is not consistent with the de- 
velopment of fashion 
item. 

Another weakness in fashion cov- 
erage is the lack of discussion or 
even mention of what shoe a woman 
is wearing when the rest of her 
costume is carefully described, as in 
a newspaper account of a wedding. 
Everything the bride is wearing is 
likely to be her 


shoes. 


yloves, 
model 


zine, 


shoes as a 


described —except 


This lack of follow-through on 
shoes is also seen in the windows of 
many of even the most elegant de- 
partment stores and specialty shops. 
They may show an expensive dress 
or suit and not even bother to put 
shoes on the mannequin. They may 
use some ribbon going under the 
ball of the foot and up around the 
ankle, just to break the line of the 
foot and simulate a shoe. One pos- 
sible reason for this is that shoes 
may not fit on the mannequin’s foot. 
When shoes are actually shown on a 
mannequin, they may not blend with 
the rest of the costume. 

Gradually, a realization of the im- 
portance of shoes to the fashion in- 
dustries may be developing. The 
New York Herald Tribune's fashion 
editor, Eugenia Sheppard, recently 
wrote that, “It’s the shoes that make 
the biggest difference between last 
year’s look and this.” 

Judging from our interviews, wo- 
men believe that shoe manufactur- 
ers are lagging behind stocking 
manufacturers in developing imagi- 
native promotion projects for their 
product. It would certainly seem as 
if one place where shoe manufactur- 


ers might constructively begin such 
projects is with the stores and fash- 
ion magazines which have been slow 
in catching up with the American 
women’s enormous interest in shoes. 


Awareness of Shoes 


Women are more aware of shoe 
brands than they are of the brands 
of almost all of the other items of 
outer clothing which they buy. One 
reason for this is that any given 
shoe store is likely to have a rela- 
tively small number of brands or, 
as in the case of the chains, just 
one brand. By contrast, a woman 
seldom is likely to be familiar with 
the name of the manufacturer of 
the dress or coat which she buys, 
because any one store is likely to 
have a great many brands or is 
likely to emphasize a private label. 

Women know more about shoes 
than about other items of clothing, 
and are more positive in their opin- 
ions on shoes. They have developed 
this knowledge because a badly fit- 
ted shoe will lead to discomfort 
quite directly, whereas a badly fitted 
dress or coat can usually be modi- 
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Women and Their Shoes 
(CONTINUED FROM PAGE 186) 


fied in some way which will make it 
more tolerable. Women seem to feel 
that the shoe industry is more alert 
to procedures for copying high style 
fashions than are many other fash- 
ion industries. Because of this fash- 
ion alertness they are likely to feel 
that they will get more value from 
a shoe than, for example, from a 
dress. 

This confidence that the shoe man- 
ufacturers are on top of the fashion 
picture was mentioned by many wo- 
men interviewed, who reported that 
they would buy a new shoe as soon 
as it came out, whereas they would 
wait for a dress to trickle down to 
their local store and buy it after 
the “rightness” of the style had re- 
ceived confirmation. Some of these 
women pointed out that they had 
been “stuck” with chemise dresses 
that were no longer fashionable a 
few months after they came out, 
which they felt was partially the 
fault of the dress manufacturers. 
This kind of abrupt shift did not 
characterize the shoe industry to 
most women. 


As one Omaha clubwoman said, 
“In a year, they wanted us to buy 
the chemise, trapeze empire and 
cocoon. They all came and went in 
one year. Shoe companies wouldn’t 
change styles like that. There are 
so many different kinds of shoes 
that the style couldn’t change that 
fast.” A Cincinnati mother noted 
that, “Hats are like dresses. Today 
you can only buy a flower hat. Next 
year it will be dead. Thank God 
shoes are not like that.” 


Shopping Habits 

There appeared to be little differ- 
ence between the shoe buying char- 
acteristics of women who bought in 
a department store and those who 
bought in a shoe store. When wo- 
men buy their shoes in the same 
store, almost half see the same sales- 
man when they go there. 

Almost half the women inter- 
viewed prefer to buy the same brand 
of shoe or to select from a limited 
number of brands that they know. 
Brand loyalty was distributed over 
about twelve brands that were each 
mentioned by 2 per cent of our sam- 
ple. The label in women’s shoes is 
an important consideration; some 
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will undergo considerable discomfort 
to wear a shoe with a particular 
heel. 

Shoes represent not only a staple 
but also an extra. A woman is more 
likely to buy an extra pair of shoes, 
for example, than an extra hand- 
bag, because it may be a symbol of 
a whole new costume. Some women 
are even likely to keep an old pair 
around the house rather than throw 
them out. Women are sometimes 
likely to keep old shoes for their 
sentimental associations. 

Women often have a very confused 
terminology for describing the dif- 
ferent shoe styles for which they 
may be shopping. They may, for 
example, call every heel height up 
to the Cuban “flat.” Even the spin- 
dle heel is called a ‘‘flat” by some 
women. They almost never can recall 
when or how they learned shoe ter- 
minology, and their uncertainty 
about it suggests the possible need 
of more shoe education. 

The women interviewed had some 
complaints about shoe stores. A 


number complained about the lack 
of full length mirrors, and the use 
of floor mirrors which did not give 
(CONTINUED ON PAGE 190) 
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Women and Their Shoes 
(CONTINUED FROM PAGE 188) 


them a chance to see themselves in 
a shoe. Some don’t like to look down 
at the floor mirror, especially wo- 
men with big feet, for whom looking 
down makes their feet bigger. 

A number of women expressed the 
feeling that they were uncomfort- 
able with men shoe clerks. As one 
woman said, “A woman would un- 
derstand why I won’t buy a shoe, 
but it’s very hard to put it into 
words to a man salesman. I may 
walk into a store, try on a number 
of pairs of shoes, and buy none of 
them. A woman would understand 
why but a man salesman would make 
me feel embarassed about doing so.” 

In general, women who bought 
shoes in a department store relied 
more on salespersons recommenda- 
tions than did customers of chain 
stores, many of whom were more 
likely to order shoes by number 
after seeing them in the window. 
There was a feeling that the depart- 
ment store salesperson knew more 
and was more qualified. 

Whether women buy shoes in a 
specialty shop, department store, or 
family shoe store, the one conclu- 
sion which seems irresistible from 
our study is that they will be more 
aware of shoes than they ever have 
been, in the years to come. This in- 
creasing awareness not only creates 
the possibility of an expanding shoe 
market but poses a challenge to the 
entire shoe industry, manufacturers 
and retailers alike. 


The Folklore of Shoes 
(CONTINUED FROM PAGE 99) 


siderable interest. 

The ancient Greeks first ob- 
served that the foot was the sign of 
gentility. All the goddesses had a 
second toe which was longer than 
the first toe, and was presumed to 
be a sign of their godhead. 

The gods gave the god Mercury, 
Hermes, winged sandals called Ta- 
lana. It is a significant sign of how 
shoes mirror life that Mercury was 
also the god who brought the art of 
fire-making, a symbol of life, to the 
gods on Mount Olympus. The initi- 
ates of Demeter, the earth-goddess, 
had a central ritual based on a wo- 
man’s boot, which was a symbol of 
life to them. Sandals were them- 
selves symbols of royalty to the 
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Greeks. In Egyptian folklore, the 
goddess of victory, Isis, always ap- 
peared wearing sandals made of 
palm leaves. It is significant that 
the only bodily manifestation of the 
enormous and central psychological 
wound to which we have since given 
the name “Oedipus Complex,” was 
a defect in Oedipus’ feet. The name 
Oedipus means “swollen feet.” 

Most other cultures, like the 
Greeks, have attached major impor- 
tance to shoes. The implication of 
our custom of throwing old shoes 
after a couple just after their mar- 
riage is found in a number of other 
cultures. In the Hebrew Talmud, 
there is a recurring statement that 
“the man is the shoe which the wo- 
man has to wear,” referring to mar- 
riage. Also in the Talmud, a mar- 
riage can be annulled by a woman 
by her saying that she has “no use 
for a shoe that is too large for my 
foot,” to indicate that there is an 
incompatibility in status between 
man and wife. There is a French 
superstition that preserving the 
shoes the bride wore on her wed- 
ding day guarantees a happy conju- 
gal life, 

The importance of shoes has been 
recognized by a number of popular 
expressions. These expressions usu- 
ally express the intimacy of shoes, 
as a kind of emotional extension of 
the personality. 

We speak of the kind of cowboy 
who “died with his boots on,” mean- 
ing that he was in contact with life 
in a kind of organic way. A related 
example of how shoes are seen as 
an example of contact with reality 
is our speaking of “stepping into” 
someone’s shoes, as an expression 
of taking over another person’s 
functioning. The old proverb, “if 
the shoe fits, wear it,’”’ is essentially 
another way of saying, “if this as- 
pect of reality is relevant to you, 
then accept it as such.” Similarly, 
the South Seas Maori have a rite of 
passage in which a shoe is placed on 
an individual’s foot as a symbol of 
his joining organized society. 

The folklore of shoes suggests 
that there has probably been a 
transfer of interest from legs to 
feet and then to shoes. Legs are 
such a powerful element of reality 
that their importance is seen in 
phrases like “he has his feet on the 
ground,” meaning that he is in good 


touch with reality. We speak of the 
“foot” of a mountain, to suggest its 
roots in the earth. 

Shoes represent an intermediary 
between the body and earth, and 
thus have great importance sym- 
bolically and historically, because 
the earth has for thousands of 
years been a symbol of reality. Lin- 
coln’s story about a man’s legs be- 
ing long enough to reach the ground 
is a good illustration of this point. 
The central role of the shoemaker 
as a symbol of specialized work is 
seen in the old English saying, 
“Shoemaker, stick to your last,” and 
the fairy tale of the elves who se- 
cretly made shoes for a shoemaker 
and made him famous. 

“How we use feet and shoes as 
symbols is seen in expressions like 
“putting your foot into it’? and “he 
has his foot in his mouth,” to indi- 
cate inappropriate behavior. We 
speak of having “cold feet” or being 
afraid, of having “itching feet,” or 
wanting to travel; of a “pussyfoot’’ 
person as one who is nosy, and of a 
“tenderfoot” as a novice. The an- 
cient Romans first spoke of the need 
to “know when the sandal pinches,” 
as a symbol of diagnosing a prob- 
lem. It is no accident that Achilles’ 
weak spot is in his heel, suggesting 
the recurrent theme of the foot as 
a symbol of human functioning. 


Fairy Tales 
and shoe symbolism are 
studded throughout fairy tales in 
all languages. 

In our interviews, some women 
referred to the transparent vinyl 


Shoes 


“Cinderella slipper’ of 20 years 
ago, which is still popular, as “fun 
to wear” because of its Cinderella 
associations. It was usually worn 
on festive occasions like proms and 
dances, where a _ potential Prince 
Charming might be found. It is 
possible that these shoes, increasing 
in popularity as we came out of the 
depression, symbolized our feeling 
that some kind of magical interven- 
tion had saved us. 


Movies and Theater 


The importance of legs and shoes 
in the portrayal of character can be 
seen in the wide emphasis given 
legs and shoes in the theater. ‘To 
walk the boards” is the actor’s 
phrase for being on stage. In the 
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Boot and Shoe Recorder 





ityle pipRpE 





you a 
rand slam in baby-shoe 
Ls Style #3101 in White 


/ Style #3102 in Pink 
ro S ee Sizes 0-3- Lambskin 
* fully lined, washable 


With Little Pierre for a partner, you hold all the trumps. That’s 
because Little Pierre deals you a winning hand, every time. 
Here are three reasons for his consistently high score in baby 
shoe sales! 


BETTER THAN IMMEDIATE 
FRENCH STYLING 1 AVERAGE MARK-UP DELIVERY 
AMERICAN LAST the largest factory in 
France, making 8,000 
pairs of shoes a day, . : 
your sales potential , knows how to cut costs— Norwalk, Style #1302 in Plak/White Colter” 


passes on savings to you! Connecticut Style #1303 in Blue/White Collar 

; Style #1304 in Red/White Collar 

7 . » _ ‘ F . . » Sizes 4-8, . . 9-12 Lambskin 
Write for Little Pierre’s catalog showing his complete line fully lined; weshable, thin chrome sole 


of shoes, and prices. 


CHAMBORD SHOE CO., INC. 350 Fifth Avenue * New York 1, N.Y. 


Little Pierres’ line will be shown at The National Shoe Fair * Room 910, Palmer House * Chicago. 


from a well stocked 


helps you double ’ warehouse in 


October 15, 1959 191 





“The ‘Dry-Flex’ vulcanized sole on our new service 
oxford will resist oil and flex-cracking...it’s neoprene” 


MR. JOHN M. EZZELL, President 
CEDAR-CREST SHOE COMPANY 
Division of GENESCO 

Nashville, Tenn. 


“At Cedar-Crest we know firsthand what 
neoprene can do to help make a ‘top sell- 
ing’ shoe,” says Mr. Ezzell. “We’ve used 
neoprene since it first became available to 
the shoe industry more than 25 years ago. 
And today, our newest service station ox- 
ford has a neoprene ‘Dry-Flex’ vulcanized 
sole. We've taken full advantage of neo- 
prene’s oil and flex-crack resistance with 
our seamless vulcanized sole construction.” 


Mr. Ezzell knows neoprene has addi- 
tional plus value. Neoprene soles have re- 
peatedly demonstrated their resistance to 
oil, grease and many chemicals. They have 
withstood high-temperature exposure and 
have ended the stiffness problem in cold 
weather. Over the years, new types of 
neoprene and improvements in established 
types have kept it the longest wearing, re- 
silient soling material available. Mr. Ezzell 
reminds us, “Eighteen out of twenty safety 
shoe styles we make have neoprene soles.” 


Leading shoe manufacturers specify 
neoprene and rely on neoprene’s well- 
known and established reputation of qual- 
ity. Specify neoprene soles and heels for 
your service, work and safety shoes and 
put the selling power of Du Pont neoprene 
to work for you. E. I. du Pont de Nemours 
& Co. (Inc.), Elastomer Chemicals Depart- 
ment BS-10, Wilmington 98, Delaware. 


NEOPRENE 


REG. vu. 5. pat. OFF 


Better Things for Better Living . . . through Chemistry 


Boot and Shoe Recorder 














LET LASTEX® LEAD THE WAY to bigger and better shoe volume. Extra comfort, 
smoother fit and more customer satisfaction follow when shoes are elasticized with 
linings woven with Lastex yarn. And shoes with this feature are easier to sell, for the 





advantages of “Lastex’’ are easy to see...easy to show. 


Textile Division 


Rockefeller Center, New York 20, N. Y. 


October 15, 1959 





The Folklore of Shoes 


(CONTINUED FROM PAGE 190) 


days of the matinee idol who was a 
symbol of mature masculinity, it 
was common for the actor to wear 
“symmetricals.” These “symmetri- 
cals” were celluloid sides for the 
legs of tight fitting pants, which 
made the actor’s legs look firm and 
well-molded. Great matinee idols 
like Edwin Booth, John Drew, John 
Barrymore and Walter Hampden 
used to wear “symmetricals” regu- 
larly, when they played roles like 
“Macbeth” or “Hamlet.” Except 
for an occasional role, like that of 
Alfred Drake in “Kiss Me, Kate,” 
or Michael Redgrave in “Tiger At 
The Gates,” Broadway actors today 
have little occasion to exhibit their 
legs or shoes. 

Even in the movies, this non-ex- 
hibition of legs and shoes may re- 
flect the less directly masculine 
roles of the younger actors, who are 
much less visible symbols of mascu- 
linity than the stars of the 1930’s, 
who are still our masculine heroes: 
John Wayne, Cary Grant, Clark 
Gable, Robert Taylor, Ray Milland 


and others like them. By contrast, 
the masculinity of some of the 
younger male stars is somewhat 
more ambiguous, and they almost 
never show their legs. The roles of 
some of these newer, young male 
stars cannot compare either with 
the 100 per cent maleness of Euro- 
pean actors like Francis Lederer or 
Joseph Schildkraut or with that of 
the American stars of the 1930’s. 
Even thousands of years ago, the 
Greek and Roman dramatists were 
aware of the importance of feet and 
shoes in expressing emotion, aS was 
Shakespeare, who said in “Troilus 
and Cressida,” “There’s language in 
her eye, her cheek, her lip/Nay, her 
foot speaks.” Even before Shake- 
speare, good directors knew that a 
character in a play may keep a per- 
fectly straight face while indicating 
great tension by tapping his feet on 
the floor or wrapping his feet 
around each other. Shoes are such 
a symbol of society that some play- 
wrights have their heroines renounc- 
ing their shoes and walking out in 
stocking feet as punctuation to a 
scene in which the heroine re- 
nounces some aspect of society. Car- 


C A cP 
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ole Lombard in “My Man Godfrey” 
took her shoes off to symbolize her 
estrangement from her society. 

In our interviews throughout the 
country, we found men and women 
generally delighted to be asked to 
talk about shoes and feet, as well as 
to discuss the subject spontane- 
ously. This sensitivity is reflected 
in the attention which even women 
who are not movie fans give to in- 
formation on the shoe size of celeb- 
rities, especially actresses. That 
Audrey Hepburn has a 7% AAA, 
Eleanora Dusé a 7 A, and Lauren 
Bacall a 9 AAA, is enthusiastically 
reported by the press and noted by 
women. Mistinguette’s 24% C and 
Mary Pickford’s 3 B have become 
legendary. 

How important feet and shoes are 
to women is also seen in the decades 
of discussion about Greta Garbo’s 
feet. In Brigitte Bardot’s latest 
film, “Love Is My Profession,” there 
is a scene in which her lover comes 
into a room and finds her stabbed to 
death. There is a close-up of her 
feet, which are seen to be slightly 
distorted, as if to calm her lover be- 

(CONTINUED ON PAGE 196) 
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cause her feet were not beautiful, 
so that her death is not such a great 
loss. In the case of both Garbo and 
Bardot, feet represent a kind of 
Achilles’ heel of beauty; they are so 
important that we somehow ques- 
tion the fact that these women are 
so beautiful, with feet which are not 
beautiful. One reason for the im- 
portance afforded their feet is that 
stretching and extending the feet 
and toes has long been a symbol of 
femininity, and some writers on 


Cleopatra describe her stretching 


her toes “like a cat.” 

Feet and shoes have long been a 
feature of many movies, beginning 
with Charlie Chaplin’s unforget- 
table tramp’s shoes. Carmen Miran- 
da’s wearing wedgies in her 1930's 
films was directly responsible for 
their enormous success. In “The 
Red Shoes,” a major portion of the 
plot dealt with the effect of being 
driven by the red shoes. Once hav- 
ing put them on, they could not be 
taken off, and the wearer had to 
dance. In “The Barefoot Contessa,” 
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Ava Gardner’s taking her shoes on 
and off was an almost literal symbol 
of her emotional needs as the heroine 
of the film. In the recent movie, 
from the novel by Joyce Cary, “The 
Horse’s Mouth,” starring Alec 
Guinness, feet are all-important to 
the artist-hero of the work as the 
major clue to human character. The 
famous “Dancing Shoes” number 
has been imitated in many film 
musicals. The most memorable 
scene in Charlie Chaplin’s, “The 
Gold Rush,” which was recalled by 
many of our respondents years af- 
ter they had seen it, was Chaplin’s 
putting pepper and salt on an old 
shoe as he eats the shoe with a 
knife and fork. 

Many popular songs deal with 
subjects related to shoes and feet, 
and the famous spiritual “All God’s 
Children Got Shoes” expresses a 
theme found in the folk music of 
many countries. “Oh Those Golden 
Slippers” is one of many songs 
about shoes which carry the wearer 
to heaven. In another vein, many 
folk tunes have echoed the story of 
“Clementine”: “Light she was/And 
like a fairy/And her shoes were 
number nine.” 


Foot and Personality 


The foot has been considered a 
direct expression of health. The last 
four years have seen the growing 
popularity of zone therapy, which 
is a therapeutic system based on the 
application of pressure to the nerve 
endings in the feet. Edward Jaffe, 
a leading authority on the relation 
between the body and emotional 
states, who has conducted extensive 
studies on the effects of zone ther- 
apy, says that “It seems to release 
tension and tightness almost any- 
where in the body and increases 
circulation. The theory is that the 
nerves’ condition has been impeding 
circulation.” Jockeys, whose success 
depends to a great extent on their 
ability to communicate with their 
feet, are among the enthusiastic 
advocates of zone therapy. 

The close relationship between 
the shoe and a quality as personal 
as the voice is seen in the extent to 
which many singing teachers be- 
lieve that one way in which their 
students can strengthen their voices 
is by getting proper fitting shoes. 
It is assumed that how well the shoe 
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For more sales and satisfied 
customers, stock and sell 
the new Servus line of 
Men’s and Women’s Casuals 
é — styled to satisfy the 

PEACHI fashion-conscious customer 
of today. Write, wire or 
call for a visit from your 
Servus salesman. He will 
be glad to show you these 
eight sure-selling, new 
styles in a wide variety of 


new colors. 


Men's, Boys’ and Youths’ 
Casuals available in Lace 
Oxford Moccasin, and Slip-On 


styles in popular colors. 


Szowus. RUBBER CO. 


Main office and factory: Rock island, Ill. Branch office and h 330 Broadway, N. Y., N. Y. 





See the complete line of tennis, casuals, and waterproof footwear for men, women 
and children at the National Shoe Fair, Oct. 25-29, Blackstone Hotel. 


Boot and Shoe Recorder 





The Folklore of Shoes 
(CONTINUED FROM PAGE 196) 


fits is directly reflected in the qual- 
ity of the singer’s voice. 

Shoes are so intimate and per- 
sonal that our survey found that 
shoes are the item of clothing least 
likely to be discarded after the 
death of the wearer; whereas 
dresses, suits, and other items of 
clothing will be sold or passed along 
to someone else. This was the case 
not only because it was felt that any 
one pair of shoes is “broken in” in 
an individual manner by the 
wearer, and that this might spoil 
them for another wearer. It applied 
to new shoes as well, and reflects 
the belief that there is an intimate 
connection between a shoe and its 
wearer that is almost mystical in 
character. As long ago as 1546, 
John Heywood wrote that “who 
waits for dead men’s shoes, shall go 
barefoot.” 

How directly we use our feet and 
shoes to express emotion can be 
seen in some typical gestures which 
involve feet. For example, a tradi- 
tional manner of expressing joy is 
to kick one’s heels together, as in 
Ray Bolger’s famous dance routine. 
In order to express the mood of so- 
phisticated joy with which she was 
so long associated, Mistinguette set 
the fashion of drinking champagne 
from her slipper. The great dancer, 
Fred Astaire, has achieved interna- 
tional fame because he so success- 
fully conveys an attitude—sophisti- 
cation—by his dancing. 

Audiences are aware that the 
human foot is a very delicate in- 
strument which is difficult to ma- 
nipulate. This is one reason why 
they respond so peculiarly to tap 
dancers. A tap dancer may execute 
the most rapid and daring series of 
steps in succession and get little ap- 
plause. Yet, when he does some- 
thing including a few leaps in the 
air, the audience usually applauds 
wildly, presumably because the 
leaps look so difficult to them even 
though they may be much less dif- 
ficult than the steps in succession. 

The popularity of so many dances 
in this country is a good indication 
of the central nature of legs and 
feet, and almost an extreme empha- 
sis on them. No other country is as 
interested in social dancing, and no 
other country is as interested in 
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having its young people, both boys 
and girls, learn different kinds of 
dance steps. Where is the American 
child who has not had a fantasy of 
being a tap dancer? Perhaps our 
emphasis on tap dancing and the 
Russian emphasis of ballet reflects 
some profound national differences. 

It is possible that the universal 
language of the dance, as spoken by 
the several recent troupes of visit- 
ing Russian dancers, and so well re- 
ceived by us, are signs of different 
but mutually significant strides to- 
ward peace. 





DISCRIMINATING BUYERS PREFER 
Hamel Kid, Sheep and Lambskin Linings 


Status, Shoes and 
the Life Cycle 
(CONTINUED FROM PAGE 101) 


borrowing ideas and styles from 
the clothing of the opposite sex, 
and vice versa. Thus, manufactur- 
ers of women’s clothing have, fairly 
recently, adapted such men’s fash- 
ions as the polo coat, knee length 
socks, Bermuda shorts, the tan pop- 
lin raincoat, the button down shirt, 
the kilted skirt, the beret, the turtle 
neck sweater, the shetland pullover 

(CONTINUED ON FOLLOWING PAGE 


LEATHER LININGS 
Kid © Sheep ¢ Lamb 


SHOES LOOK NEW LONGER 


with Hamel Leather Linings 


SHOES GRADE UP IN QUALITY 


with Hamel Leather Linings 


L. H. HAMEL LEATHER CO. 


Haverhill, Mass. 


W orld’s Largest Tanners of Leather Linings 


SALES AGENTS .. . John T. Quinn, Rochester, N. Y.; John Leavitt & Co., St. Louis, Mo.; 

John G. Freeman Co., Milwaukee, Wisc.; Carson A. Stiles & Co., Ambler, Pa.; William 

G. Blain, Philalelphia, Pa.; Norman Nelson, St. Paul, Minn.; Thos. E. Newman Leather 
Co., Cincinnati, Ohio; Nelson-Roney Co., Los Angeles, Cal. 





sweater, and the Chesterfield coat. 
Manufacturers of men’s clothing 
have adapted just as many women’s 
fashions, In the shirt field alone, 
for example, manufacturers bor- 
rowed the mandarin collar, batiste 
fabric, pink and gayly colored 
prints . . . all within five years. 

In the shoe field, although san- 
dals and the soft Italian look in 
men’s shoes largely derive from wo- 
men’s shoes and women have bor- 
ruwed the moccasin from men’s 
shoes, much more of this borrowing 
could be done. The reason for its 
success is that men and women have 
been assuming more and more of 
each other’s roles in their family 
and social interaction, and the bor- 
rowing of clothes merely mirrors 
this larger social situation. 

This borrowing began in World 
War II, when women went to work 
in larger numbers and wore slacks 
and other men’s clothing. Perhaps 
as a reaction to this, the sportswear 
revolution in women’s clothes after 
World War II led to a desire for 
softer and different clothes. After 
World War II, men’s greater leisure 
helped make them receptive to what 


had been previously regarded as ar- 
ticles of feminine clothing. There 
is good reason to believe that more 
borrowing from one sex’s shoe styles 
to the other would be well received 
by the public. 


Baby Shoes 

Parents’ zealousness over their 
children’s shoes can be observed in 
the many cases in which parents 
buy children’s booties before the 
children are ready for them. The 
extent to which the baby’s shoe is a 
symbol of parental concern is seen 
in the popularity of plating and 
exhibiting a child’s first pair of 
shoes, in an automobile or on a 
mantelpiece. 

To the parent, children’s shoes 
clearly have a variety of symbolic 
values. One very widely used symbol 
of a child’s having achieved an im- 
portant kind of social maturity is 
the child’s ability to lace and tie his 
own shoes, which usually takes 
place between the ages of 4 and 6. 

The importance of children’s 
shoes to their parents can be seen 
in the recurrence of phrases like 
“buy another pair of shoes for 


baby,” as a sign of an important 
and recurrent obligation of the par- 
ent. The dice player’s request to his 
dice that they favor him because 
“baby needs another pair of shoes” 
is a well-known example of how 
important this purchase is. It is 
of interest that Mercury, the god 
with wings on his shoes, was also 
the god of gambling. 

Children’s shoes are not only im- 
portant to their parents; they are 
important in the eyes of the children 
also. From the many fairy tales in 
which shoes are important, children 
may derive a feeling of magic about 
shoes. Nursery school teachers have 
repeatedly observed how involved 
children are with their shoes, and 
how much they delight in walking 
around in their parents’ or other 
adults’ shoes. Buying shoes itself 
is often a treat for children, and the 
various fitting devices can be even 
more fun for the youngster. 

Another fun project for a child 
is learning to shine his own shoes, 
which the youngster gradually 
learns to do around age 8-10 and 
which doubtless is the seed of the 

(CONTINUED ON PAGE 202) 





ITALY'S LEADERS 


IN MEN'S SHOE FASHIONS ... 
AT THE SHOE FAIR AGAIN 


TRENTO: Mark of the world's finest men's footwear. Styled for the 
Exquisitely hand-crafted of the world's 
choicest leathers with custom details rarely found in other men's 
shoes. Precision fit in every style, for every foot. 


most discriminating men. 


Distribution of the finest men's shoes 
FRATELLI BATTISTINI-FORLI 


FUCHS BROS. SALES CORPORATION 


47 WEST 34TH STREET e 


L 


MARCA DEPOSITATA 


60TH ANNIVERSARY 


fer value. 


NEW YORK 1, N. Y. 


MARTINI-ROSSI: Italy's leading producer of high fashion men's 
shoes presents a long, strong line designed expressly for the American 
market. Every wanted Italian style is constructed in sizes and widths 
to fit American feet. Martini-Rossi, now in their third year are being 
profitably promoted by fine stores everywhere. They have received 
enthusiastic acceptance by American men for style—for comfort— 


FRATELLT MARTINI-ROSSI, INC. 


* WI 7-4680-1 
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EVERYONE 
WOULD 
JUST LOVE 
TO BE 

IN HIS 
SHOES 


YOUR ADVERTISING IN PLAYBOY 
WILL MAKE HIM 
WANT 
TO BE IN YOURS! 


All America admires the young urban men who set the trends that others follow—the young well-heeled 
man-about-business, the PLAYBOY reader. 


These men's apparel and shoe advertisers are already cashing in on PLAYBOY'S tremendous impact with 
the young urban man—Adler Socks, After Six Formal Wear, Bates Shoe Company, Cricketeer, 
De Caperino, Frye Boots, Gramercy Park Clothes, Interwoven Socks, Jantzen, Leather 
Industries of America, McGregor, Ripon Knitting Mills, Wolverine Shoes 





Status, Shoes and 
the Life Cycle 
(CONTINUED FROM PAGE 200) 


enormous shoe shine consciousness 
of the adult. How the attitudes 
toward shoes which we express as 
adults are the end result of what we 
learned as children can be seen es- 
pecially clearly in connection with 
shines. Any industry campaign 
which is addressed only to adults 
is not likely to be ultimately suc- 
cessful; it must include children. 

Brand awareness is reinforced in 
the woman consumer from the time 
she begins buying her children’s 
shoes. The mother is likely to be 
extremely concerned that the first 
pair of shoes she buys for her child 
be of good quality. In many cases, 
she has been told by a friend of a 
particular brand which is “good.” 
If not, she is likely to be told by 
the shoe salesman of the merits of 
a brand which he may be carrying. 
Once having bought the brand, she 
is likely to pay enough attention to 
its name to come back to the same 
store and ask for it again. 

There is much parental folklore 
about infants’ and babies’ shoes, but 
the importance of getting a good 
brand and staying with it is an ele- 
ment of almost all parents’ beliefs 
about their children’s shoes. Four- 
fifths of women interviewed said 
that they bought their children’s 
shoes at one store, usually because 
it had a brand which they preferred 
or about which they knew. 

Style has become very important 
even in children’s shoes. A variety 
of different styles has replaced the 
young child’s oxford and the saddle 
shoes of twenty years ago. The va- 
riety of style in adult shoes of to- 
day, has trickled down to children’s 
shoes, which their parents now buy 
partly for reasons of style. 


Teenagers 


It has been reliably estimated that 
teenagers spend $9,000,000,000 a 
year. Presumably, much of this 
money is spent for clothes, and some 
of this money for shoes. Huge 
though this market is, it is dwarfed 
by the market created by the teen- 
age group which will be coming to 
maturity in the 1960’s and which 
represents the outcome of the enor- 
mous increase in the birth rate after 
World War II. 
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How an important social change 
can be translated into marketing ac- 
tivity can be seen in the case of the 
teenage market. Here again, shoe 
manufacturers lag behind manufac- 
turers of other kinds of clothing, 
who have been much more aggres- 
sive about exploiting the teenage 
market. Ironically, it took shoe man- 
ufacturers years to realize the po- 
tential of and to begin adapting the 
teenage moccasin to adult use. 

The teenage explosion began dur- 
ing World War II, when parents 
were away in the service and teen- 
agers were given much more free- 
dom than they ever had. The value 
placed on youngsters of 18 and 19 
by the armed forces reinforced their 
sense of their own value. The num- 
bers of teenagers have been increas- 
ing, as the children born during 
World War II are maturing into 
their teens. 

The traditional channels of teen- 
age protest which were available 
during the 1930’s began to be less 
available with the end of World 
War II. It was particularly in re- 
sponse to this lack of outlets that 
there has been both a 100 per cent 
increase in juvenile delinquency and 
the development of rock and roll 
music with its free expression of 
emotion. Television and_ records 
have made the teenage market a 
very specific and expanding area, 
with its own stars like Ricky Nel- 
son, Elvis Presley, and many others. 
A recent article in BOOT AND SHOE 
RECORDER pointed out that when 
teenage idol Dick Clark plays a rec- 
ord on his television show, it sells 
over 100,000 copies on the very next 
day. This kind of response was un- 
heard of even in the bobby sox days 
of the 1930’s. 

Before World War II, teenagers 
did not really have shoes made spe- 
cifically for them. Their shoes were 
simply built up versions of chil- 
dren’s shoes or cut down versions 
of adult shoes. The teenager with 
her black and white saddle shoes and 
tweed skirt was a familiar sight, as 
was the deliberately dirtied white 
buck. Gradually, shoe manufactur- 
ers became aware of the teenage 
eruption and began to create shoes 
specifically for teenagers. But they 
have not energetically sought to 
give this market the variety of 
styles which it can sustain. 

The enormous power of teenagers 
in the shoe market and their enthu- 


siastic acceptance of styles made es- 
pecially for them is an indication 
of how potent a force the consumer 
can be on style. Perhaps the most 
powerful and memorable scene in 
“Junior Miss” is when the two 
young teenagers wear high heels 
for the first time, and realize that 
they have “arrived.” Well over half 
the teenagers interviewed in a study 
conducted several years ago reported 
that they bought their own shoes, 
without their parents. Considerable 
interest in shoe advertising was 
found among the teenagers inter- 
viewed for this study. Teenagers 
select one shoe and it becomes a uni- 
form for their group, yet they don’t 
want to be conspicuous. Teenagers 
now have shoes for walking, play, 
going out, school, and many other 
varieties of slippers and shoes which 
did not exist prior to World War II. 


Older People 


Athletes have a saying that “the 
legs go first,” suggesting the close 
relation between legs and health; 
and the condition of legs is reflected 
in the shoes that carry them. Adults 
believe that the least flattering com- 
ment they can make about a pair 
of shoes is that “it’s the kind of 
shoe that old people wear.” 

Some adults in their 60’s who 
were interviewed complained that 
the shoes which they were buying 
made them look “like I’m 80 years 
old.” “I have the feeling that I have 
to wear those white health socks 
with those shoes . . . you know the 
kind of socks I mean,” as one 65- 
year-old New York office worker 
said. Even on the part of these se- 
nior citizens, a combination of van- 
ity and sensitivity to how important 
shoes are in forming impressions of 
others leads to a desire for more 
attractive looking shoes. 

Thus, we see that shoes are in- 
strumental in helping young people 
to begin getting familiar with the 
world, and are vehicles for personal 
and social expression through the 
teen period, adulthood, and even old 
age. The new field of social geri- 
atrics may ultimately offer some 
guidance on how to help create shoes 
that meet the needs of older people 
and still permit them to feel that 
they are expressing themselves with 
their shoes. This represents another 
kind of social change which offers 
a challenge to the shoe industry. 
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Salesmen on the Road... 





Send contributions to: Mrs. Bernice S. Decker, Salesmen 


Read Dept., 228 Gr d Bled., E 





The Busiest Season 


THE next four to six weeks are 
probably the busiest of the year for 
shoe travelers. They’ve just gone 
through their seasonal sales meet- 
ings. Their biggest show of the 
year, the National Shoe Fair, is 
coming up. It will be followed by a 
number of regional shows. 

Most salesmen had an earlier 
start than usual this year. The 
Miami Show drew a number of sales- 
men from that territory. Others had 
pre-season sampling trips on the 
road, chiefly with cruise and resort 
wear styles plus late winter styles. 
Pressure from retailers for early 
delivery made this activity neces- 
sary. 

Evidence is increasing that there 
will be more requests than ever be- 
fore for earlier National Shoe Fair 
dates. 


Convention Preview 


LEGISLATION, benefits for sales- 
men, and expansion of the organi- 
zation will be highlight topics at 
the 49th annual convention of the 
National Shoe Travelers’ Associa- 
tion, Inc., in Chi- 
cago on the eve of 
the National Shoe 
Fair. The meeting 
will be held Oc- 
tober 22 and 23 
at the Hamilton 
Hotel. George H. 
Lawson, president, 
will be in charge. 

A luncheon and 
banquet for dele- 
gates will be 
among the first day’s events in ad- 
dition to regular business. The lat- 
ter will include a report on the 
year’s activities by all the major 
officers—president, first vice-presi- 
dent, second vice-president, secre- 
tary and treasurer. 


GEORGE H. LAWSON 


Election of officers takes place on 
Friday, October 23. 

An over-all picture of activities 
by the various affiliated associa- 
tions will be presented in reports 
from the regional governors. Local 
associations will be represented as 
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follows: John R. Thompson will re- 
port for Boston Shoe Travelers As- 
sociation; T. K. Richardson for 
Central States; Clyde William, In- 
diana; Warren F. Crandall, Iowa, 
and E. W. Jensen, Michigan. 


George E. Hansen will report for 
Midwest, D. D. Lindley for Moun- 
tain States, Keith L. McCarthy, 
Northwest; Ray C. Randall, Ohio; 
Ray G. Allen, Pacific Northwest; 
Joseph Harris, Pennsylvania; E. L. 
Miller Jr., Southeastern; Rudolph 
Baum, Southwestern, and H. Pearse 
Newell, West Coast. 


R. D. Graffis, president of the 
NSTA Benevolent Auxiliary, will 
report on its progress. Miss Martha 
Weisler will report as chairman 
of the budget committee; Lester 
Abrams on legislation, and Phillip 
Landish on hotels. O. B. Heaton 
and Miss Weisler are co-chairmen 
of membership and Curtis W. Johns 
chairman on resolutions. 

Presentation of the trophy for 
per-capita increase,in membership 
is always a highlight of the con- 
vention. 

Admission of additional local as- 
sociations is expected to be consid- 
ered at this meeting. There will also 
be discussion and perhaps some ac- 
tion on a change in dates of the 
National Shoe Fair. 

The model salesman’s contract 
recently drawn up by officials will 
be reviewed. 

In addition to President Lawson, 
other NSTA officers are Ben Ber- 
wald, first vice-president; Mr. Hea- 
ton, second vice-president; Paul D. 
Cook, treasurer, and Edmund J. 
Trench, secretary and managing 
director. 


.. + Then the Regional Shows 
THE National Shoe Fair may be 
the ultimate in shoe shows, but it 
isn’t the end for shoe travelers. 
Members of Northwest and Pa- 
cific Northwest will no more get 
their samples packed than they will 
have to unpack them. Both associa- 
tions have regional shows sched- 
uled for October 31 to November 3. 
Michigan Shoe Travelers’ Club and 


mM. by BERNICE S. DECKER 


Michigan Shoe Retailers’ Associa- 
tion join forces for the annual 
Michigan Shoe Fair in Detroit No- 
vember 1-3. 

The second week in November 
will see shows scheduled by Iowa, 
Ohio, Middle Atlantic, Indiana, 
West Coast, Boston and Southeast- 
ern. Central States, Southwestern 
and Pennsylvania will take over the 
weekend of the 15th, and Midwest, 
Mountain States and Mid-Continent 
are scheduled for shows starting 
November 22. 


At 74, Hard at Work 


AGE has little effect on a lot of 
this country’s veteran salesmen on 
the road. Earl W. Dalbey, Ohio rep- 
resentative for the Culver Manufac- 
turing Co., Inc., is 74 years old and 

’ still hard at work 

in his territory. 

' As a matter of 

» fact he celebrated 

his birthday last 

summer by work- 
ing as usual. 

His customers 
point out that he 
is still as quick 
and active as most 
young men. He 
has no plans for 

retiring and his friends throughout 
the territory expect to work with 
him for many more years. 

He’s been with the firm for 20 
years and has been selling the Cul- 
ver Cub and Cuddle Cub line of 
infants’ first-step shoes ever since 
Culver started manufacturing them 
in 1943. 


EARL W. DALBEY 


Noted Here and There... 


W. S. Sanders, Pacific Northwest 
representative for The Gilbert Shoe 
Company, is working both sides of 
the street. He’s a partner in a chil- 
dren’s shoe store in Boise, Idaho. 
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Chicago Shoe Fair 
Red Lacquer Room Palmer House 


Chicago 


SEE 


the complete line 


of quality children's shoes 
Young America 


grows in! 
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.4 Write us for franchise for your city. 


AMERICAN JUNIORS SHOE COMPANY, INC. 


ONE ISLAND STRECT. LAWRENCE, MASS 
x SALES OF 


SOLIDATEO NATIONAL SHOE COMP Ntw yor FICE MARBMIOGE BUILD! 
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Tanners’ Council of America, Annus! 
Business Meeting, Edgewater Beach 
Hotel, Chicago ........October 21-23 


National Shoe Travelers’ Assn., Inc., 
“ye Annual Convention, Hotel Hamilton 
Chicag October 22-23 
lrie Independent Shoemen, Annual Meeting 
Sheraton-Blackstone Hotel, Chicago 
October 24 


National Shoe Fair, National Shoe 
Manufacturers Assn. and National 
Shoe Retailers Assn., Palmer House 
Morrison, Conrad Hilton and Con- 
gress Hote!s, Chicago ......October 25-29 
- \ Northwest Shoe Travelers, Inc., Spring 
Genuine Goodyear Welts * Cement Process | antes Tach, Pon 
} Minn. October 31-November 3 
Pacific Northwest Shoe Travelers, Inc. 
Th A | ITY LINE Spring Shoe Fair, New Washington 
e and Stewart Hotels, Seattle, Wash. 
November |-3 
Michigan Annual Shoe Fair, Michigan 
For the GROWING YOUTH MARKET. | “8122 22" 
€ Shoe Retailers’ Assn., Statler Hilton 
and Detroit Leland Hotels, Detroit 
November |-3 
lowa Shoe Travelers’ Assn., Spring Shoe 


Infants’ Children’s enna 


Boot and Shoe Travelers’ Assn. of New 

York, Inc., Shoe Show, Garden City 
( 2 ° ] 9 Hotel, Garden City, L. lI. November 8 

rowing 1r ~ Ohio Shoe Travelers Club, Spring Shoe 

Show: Deshler-Hilton Hotel, Columbus 

November 


; ? h 9 laine Shoo ‘Tevslers’ Asm. fac. 
Misses Yout S "Witenes Ghee. Cheba Siete 
Indianapolis November 


M.A.S.T.A. Shoe Shows, Spring Show- 


ing, Benjamin Franktin Hotel, Phila 
] delphia Annee November 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria ond 

Biltmore Hotels, Los Angeles 
4 November 
The biggest spot in the whole shoe business Boston Shoe Travelers’ Assn., Spring 


is the Youth Market: it’s growing and _ it’s Shoe Show, Parker House. Bostor 
November 


r / 
grading up: Southeastern Shoe Travelers, Inc., Spring 


Wh ae . + . Shoe Show, Henry Grady, Peachtre 
Willits dealers are all set to sell this dynamic iid “ttilien Cane ani ted 


market with every wanted style in the broad size mont Hotels, Atlanta November 
ranges it requires, all instock from one source of Heart of America Shoe Show, Centra! 
States Shoe Travelers, Hotels Muehl 
supply. bach and Phillips, Kansas City, M 
. ‘ November 
AT THE FAIR. -- or in your store be sure to Siete Minis Coasilars ‘Maen. ta. 
see Willits first! Write for Catalogue and sample Spring Shoe Fair, Adolphus, Baker 
5] dav Statler-Hilton and Southland Hotels 
styles today. 
? Dodles 5325. 1 .......November 
Pennsylvania Shoe Travelers Assn., Inc., 
Spring Shoe Show, Hotels Carlton 


SEE THEM House and Penn-Sheraton, Pittsburg! 
15-18 


November 
Mid-Continent Shoe Travelers Assn., 


Spring Shoe Show, Biltmore Hotel 
© Oklahoma City, Okla. ... .November 22-23 
Midwest Shoe Travelers Assn., Spring 
Shoe Market, Palmer House, Chicag 


NATIONAL SHOE FAIR OE li 


Spring Shoe Show, Albany Hotel 


Denver ..November 22-25 





| Popular Price Shoe Show of America, 


| New England Shoe and Leather Assn 

SHOE COMPANY and National Assn. of Shoe Chain 

+ Stores, New Yorker and Sheraton 

Atlantic Hotels and New York Trade 


HALIFAX, PENNSYLVANIA | Geo Midine Wanittther 29-December 3 
a | , 
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Colorado Success Story: 


Selling the Better Shoe’ Builds Repeat Sales in Mill City 


By VIVIAN ANDERSON 


PUEBLO, COLO. — “Carry one 
cheap item to meet your competi- 
tion at the chain store level; then 
sell your customer on the better 
shoes. The only way to build up 
repeat business is to sell the better 
shoe, emphasizing service and fit.” 

This is the business philosophy of 
Ben Weindling, a partner in Bur- 
ling’s, a men’s wear store in this 
second largest city of Colorado. In 
10 years’ time the name Burling’s 
has become synonymous with work 
shoes and safety-toed shoes. The 
store’s growth is the biggest suc- 
cess story told in this mill and ord- 
nance plant city where 90 per cent 
of the retail business done is with 
the working man and his family. 

When Ben Weindling, a native 
Pueblan whose father had been in 
men’s retail clothing business before 
him, and Sheldon Burstein, formerly 
of Elgin, Ill, decided to pool re- 
sources 10 years ago, they chose a 
‘‘dead block in a dead street.” They 
named the business by combining 
two syllables of their own names. 

The smal] store in which they 
started was an old antique shop. 
There was a bar next door, a taxi- 
dermist across the street, an old 
hotel above. 

Today, following Burling’s expan- 
sion and a_ $30,000 improvement 
program, there are reputable retail 
stores on each side. Mill workers 
and their families make this down- 
town block their shopping head- 
quarters. 

In the remodeling program, selling 
and stock space was doubled. There 
are now 6000 square feet of selling 
space in Burling’s. A_ stockroom 
with access by escalator from the 
alley in the rear now occupies the 
former hotel space. 

“We started out primarily as a 
working man’s store and primarily 
with work shoe business,” Mr. Wein- 
dling recalled. “Our only competi- 
tion to start with was a supply store 
at the mill (Colorado Fuel & Iron 
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Company.” But that store offered 
no service to the 9000 mill workers. 
These men and the 3600 workers at 
local ordnance plant all were poten- 
tial customers for Burling’s safety- 
toed shoes. 


‘Brass Check Deal’ 
“Our biggest gimmick to start 
with (it has since been picked up by 


supplemented by Wolverines; Por- 
tage dress shoes, supplemented with 
Endicott Johnson, and complete lines 
of sporting, hunting and fishing 
shoes and boots. The Arkansas 
River Valley is a sportsman’s mecca, 
and Burling’s second largest shoe 
business is in this type of boots and 
shoes. 

Safety-toed work 


shoes retail 


Joe Horvat, shoe manager at Burling's downtown Pueblo store, fits a young 
customer from large selection on open display. 


other stores in town) was the brass 
check deal,’ Mr. Weindling said. 
“Any mill worker needed only to 
present his brass check with his 
identification number, and any ord- 
nance worker needed only to show 
his identification tag to receive 10 
per cent discount on all shoes he 
purchased. 

“Our second biggest promotional 
scheme was just plain consistent 
newspaper and radio advertising. 
To start with, we spent 5 per cent 
of our gross sales on advertising. 
Today, we spend 3 per cent.” 

As the store’s reputation for fit 
and service grew, Burling’s added 
complete lines of men’s dress shoes 
and later boys’ work and dress 
shoes. Today, the store still carries 
primarily Red Wing work shoes, 


from $11.95 to $15.95; regular work 
shoes from $8.95 to $14.95; and 
sports boots from $16.95 to $22.50, 
with the best seller, the Irish Setter 
sporting boot with wedge crepe 
soles, retailing at $22.50. 
Increased sales have been noted 
since new open display windows 
were installed. Each display tells a 
story, explained Mr. Weindling and 
his shoe department manager down- 
town, Joe Horvat. (There is a branch 
store.) Windows are constantly 
changed with fresh merchandise 
which can be examined by the cus- 
tomers. The open display windows 
afford a good view of workers’ ap- 
parel and shoes in the store. 
Constant sizing in this downtown 
store and in Burling’s branch store 
(CONTINUED ON PAGE 211) 
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Adding Style Lines Pays Off at Field-Schlick 


ST. PAUL, MINN.—Department 
renovation, new-styled pillar dis- 
play racks and the introduction of 
several new high-fashion lines have 
resulted in a steady rise in women’s 
shoe sales at Field-Schlick, Inc., a 
specialty store here. The shoe de- 
partment is operated by the Turley- 
Bowen Shoe Company. 

Manager Hugh Turley took over 
the women’s shoe department at 
Field-Schlick recently after more 
than 14 years of managing the wo- 
men’s shoe department at Dayton’s- 
Schuneman here. 

Field-Schlick has long been one 
of St. Paul’s most exclusive stores, 
with a steady clientele of customers 
who want quality merchandise. Mr. 
Turley has capitalized on a good 
main-floor location to attract cus- 
tomers. 

One of the key features is the 
built-in display racks which cover 
large pillars. According to Mr. Tur- 
ley, the removal of bulky display 
racks gives the customer more room. 

He has provided still more room 
by keeping the fitting chairs out of 
the flow of traffic. 

In line with his policy of name- 


brand shoes, Mr. Turley displays 
the brand names in large letters 
across the back partition separating 
the display floor from the stock- 
room, 

Introduction of such high-style 
names as Herbert Levine and Chris- 
tian Dior is largely responsible for 
the department’s recent sales in- 
crease, Mr. Turley feels. Medium- 
priced lines also have moved well, 
he says, as the result of customers’ 
exposure to high-fashion lines. 

“We don’t use any high pressure 
in our sales work,” Manager Turley 
says. “The shoes sell themselves 
when the customer has a chance to 
see them and to be fitted properly.” 


Britain to Show Shoes in N. Y. 

LONDON—The New York Coli- 
seum will be the scene next June 10- 
26 of what is hailed as the largest, 
most complete display of British 
shoes ever seen in the U. S. 

The Federation of British Indus- 
tries, with government backing, will 
sponsor a 17-day British Exhibition 
of industry, technology, science and 
culture. 





Buffet Luncheons, Films Planned at Los Angeles Show 

LOS ANGELES — West Coast 
Shoe Travelers’ Associates is billing 
its Spring Footwear Market Week, 
November 8-11, as “The Show That 
Helps You Grow.” The showing will 


be held in the 
Alexandria and 
Biltmore Hotels 
with Norman W. 
Johnson of Free- 
man Shoe Corpora- 
tion as chairman. 
To comply with 
retailers’ prefer- 
ences, as revealed 
by a questionnaire 
survey, there will 
be buffet lunches NORMAN JOHNSON 
on the Monday and Tuesday of the 
show. Manufacturers and retailers 
will be able to eat at their leisure. 
Films on “Merchandising Through 
Better Lighting” will be shown every 
hour in the “Peek-a-Boo Room” by 
the Los Angeles Department of 
Water and Power and the Southern 
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California Edison Company. In the 
Peek-a-Boo Room, a feature at each 
show, samples from all exhibiting 
firms are on display. 

The recent survey on show fea- 
tures found 65 per cent of retailers 
in favor of continuing the Peek-a- 
Boo Room. Tops in popularity, with 
89 per cent, were display sugges- 
tions. Sixty-six per cent said they 
liked clinics and workshops; 54 per 
cent liked demonstrations and films. 
Some 52 per cent voted for fashion 
shows as a feature of the semi- 
annual market weeks. 

On the subject of speakers, mer- 
chants were evenly divided—50-50. 
Breakfasts won the endorsement of 
30 per cent but were opposed by 70 
per cent; and formal luncheons drew 
a similar reaction, 38 per cent-62 
per cent. Dances and entertainment 
got a vote of 25 per cent in favor, 
75 per cent against. And banquets, 
likewise, drew a thumbs-down vote 
of 22 per cent vs. 78 per cent. 


‘Shoe Fashion Fair’ 
With 13 Lines Effective 


LITTLE ROCK, ARK.—A three- 
day “Shoe Fashion Fair” with the 
full lines of 13 leading brands on 
display, drew a response “far be- 
yond expectations” at The Gus Blass 
Company’s women’s shoe depart- 
ment. 

The third-floor salon took on the 
appearance of an exposition during 
the promotion. Small curtained 
booths with shelves were provided 
for each line, with a representative 
of each on hand in the booth. 

The store devoted its key display 
windows to the promotion. Each 
day of the event, the store bought 
full advertising pages in every 
Little Rock newspaper. The “Fash- 
ion Fair” was billed as “the great- 
est array of shoes ever shown in 
Arkansas.” 

On display were shoes in various 
stages of production, as well as full 
skins of various types of leathers. 
There was also informal modeling. 
Customers had a chance to “design 
their own shoes” and place special 
orders, besides buying from the big 
selection of fall and advance spring 
styles. 

H. J. Isaacson, sales promotion 
manager, said the promotion was 
planned many months in advance to 
obtain the cooperation of the de- 
partment’s sources of supply. All 
responded eagerly, he said. 


250 Lines to Be Displayed 
At St. Paul Oct. 31-Nov. 3 


ST. PAUL, MINN.—Official show- 
ing of spring 1960 shoe styles in 
this area will take place at the Shoe 
Fair to be conducted by the North- 
west Shoe Travelers, Inc., Octobe: 
31 to November 3 at the Hotel St. 
Paul. Some 250 lines of shoes for 
men, women, and children will be 
shown, along with rubber footwear, 
house slippers and handbags. 

Visiting merchants will be guests. 
of the travelers at a Monday eve- 
ning banquet and dance. Music will 
be by Wes Barlow’s orchestra and 
entertainment by Montevideo’s Gay 
Nineties Quartette and Harriet: 
Hanson, strolling accordionist. 

Retailers from Wisconsin, North- 
ern Michigan, Minnesota, the Da- 
kotas, Iowa, Nebraska and Montana 
will attend. 
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Shoe Buyers, Inc. Maps Gain 
In Membership to 100 Stores 


ESSEX FALLS, N. J.— Shoe 
Buyers, Inc., a buying cooperative 
with headquarters here, disclosed 
plans to increase its membership 
from 26 stores to more than 100 
on a national basis. At the organi- 
zation’s annual meeting last month, 
officials said they hoped space would 
be made available at the coming 
Popular Price Shoe Show to ac- 
quaint independent shoemen with 
the facilities and merchandise avail- 
able through Shoe Buyers, Inc. 

President Clarence B. Weil said 
a subsidiary corporation is being 
formed to handle accounts in Eu- 
rope, the Far East and the Americas 
for the export of U. S. footwear. 
Plans were also drawn up for a 
twice-monthly merchandising work- 
shop. | 





Chicago Feature Shoe Firm 
Outfits 54th Class of Nurses 


CHICAGO—This fall for the 54th 
time, the Martin Kramer Shoe Com- 


pany provided professional footwear | 


for a new class of nurses at Chi- 
cago’s famous Michael Reese Hos- 
pital. This exclusive feature shoe re- 
tailer has been providing this 
service twice a year since 1933. 

Providing shoes for nurses in this 
large hospital as well as others is 
only one of many special services’ 
rendered by this 29-year-old firm. 
The store also makes a specialty of 
providing specially constructed shoes 
for safety in hospital operating 
rooms. 

The entire business is built around 
special and feature shoes, most of 
them provided on doctors’, surgeons’, 
orthopedic specialists’ or chiropo- 
dists’ prescriptions and referrals. 
The store is in the Republic Building 
in the heart of Chicago’s Loop. 

The business began in 1931, cater-. 
ing to nurses and waitresses. Expan- 
sion into the prescription field came 
when the present owner, Martin J. 
Kramer, began calling on and ad- 
vertising to the medical profession. 

The store serves customers from 
over a 150-mile area. No style shoes 
are stocked although an effort is | 
made to provide as many shoes as) 
possible that offer current style 
features, plus feature shoes provid- 
ing for every type of ailment and | 
foot difficulty. 
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Successful Retail Campaigns Depicted in Film Slide Series 


NEW YORK—A library of 35-mm. 
film slides depicting successful re- 
tail promotions by 40 prominent 
U. S. stores has been made available 
by the National Retail Merchants 
Association. 

Initially, NRMA has prepared 22 
sets of color slides. Using these, 
sales promotion staffs can study the 
displays, ads, windows, mailing 
pieces and special events that have 
won the association’s Sales Promo- 
tion Gold Award. A written com- 


79-81 READE: 3 
NEW YORK7,N.Y. 


mentary is included with each series. 

One set of 106 slides depicts a 
year-long 100th anniversary cam- 
paign by Macy’s of New York. A 
set of 36 slides details back-to- 
school promotions of the Hecht Com- 
pany and Woodward & Lothrop, both 
of Washington, D. C. 

The various series of slides vary 
in number and are priced individu- 
ally. NRMA (100 West 3i1st St., 
New York) lists all the titles in a 
catalog. 








THE GRANDSTAND 
PLAY! 


BARIS again proves the de- 


pendable performer. Values 
that go over the line of usual 
trade attractions are abundant 
in the great collection of smart 


buys you'll find here. 





CHICAGO 
Oct. 25-29—MORRISON HOTEL 
ROOMS 1127-1128 


DALLAS 
NOV. 14-18—ADOLPHUS HOTEL 
ROOM 1010 
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$300 Outlay for Pens Spells $7850 in Sales 


WACO, TEX. — A giveaway of 
$300 worth of ballpoint pens has 
brought $7850 in new business since 
August 1 to the Joe Lewis Shoe 
Steres in Waco. The sales promo- 
tion, part of retailer Joe Lewis’ 25- 
week-long 25th anniversary celebra- 
tion, also won a national award. 

Here is how store owner Lewis 
turned 1200 ballpoints into some 
760 new customers for his six shoe 
outlets in the Waco area: 

He sent each of 1200 local public 


school teachers a ballpoint pen with 
red ink to be used specifically to 
grade schoo! papers. An _ individu- 
ally typed letter went with each pen. 
It told the teachers that the Lewis 
stores had automatically opened 
charge accounts in their names and 
invited the teachers to visit the 
stores and view the new fall shoe 
styles. 

The pens, imprinted with the 
stores’ name and locations, the typed 
letters and mailing costs amounted 
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Build your volume and profits 


> atthe easy way .. . display and 
roo sell Pierce Shoe Trees. 
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quality tree for 
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er 


the superlative 
in shoe trees 
for men 


Low in price . . . high in qual- 
ity. Pierce Automatic Spring 
Adjustment is contained in 
mahogany finished forepart 
and strong plastic handle. 
Available in men’s, women’s 
and children's sizes. Sug- 
gested retail $2.25 up. 


| Lewis 
| stores in Miami, Fla., and Phoenix, 
| Ariz., are also celebrating the found- 
ing of the parent store in Waco in 





to 25 cents for each teacher con- 
tacted, or a total investment of $300. 

Because of the amazing response, 
the Advertising Specialty National 
Association awarded the Joe Lewis 
Stores first prize in its yearly com- 
petition for outstanding use of spe- 
cialty advertising. A certificate and 
a check for $500 accompanied the 
presentation. Huge United States 
Steel Corporation was second on the 
winner list. 

The ballpoint giveaway to teach- 
ers was only the beginning of Joe 
Lewis’ silver anniversary sales pro- 
motion. In August the stores 
awarded silver service sets to cus- 
tomers. September was earmarked 


' as “Grace Walker Shoe Month,” and 


a pair of earrings was given away 
with each pair of women’s shoes. 
For October every customer 25 
years old or 25 months old, or mar- 
ried 25 years in October, was of- 


| fered the opportunity to buy a pair 


of shoes at half-price in any of the 
Lewis outlets. Similar surprise pro- 
motions are planned for each month 


| through February, 1960. 


Stores of the Lewis chain partici- 
pating in the anniversary features 
are in Waco, Bryan, Cameron, Kil- 
gore, Gatesville, and Westview Vil- 
lage. Two leased departments under 


operation in department 


1934. 

The Lewis stores retail the Fried- 
man-Shelby line of Grace Walker, 
John C. Roberts and Red Goose 
shoes. 


| Rhode Island Retailer Grows, 
| Acquires Next-Door Store 
WARWICK, R. I.—Sterling Shoe 


Store of Warwick, Inc., has com- 
pleted negotiations to take over an 
adjoining store, increasing total 
floor area on two floors from 2000 to 
3600 square feet. Major aim of the 
expansion, according to owner Ben 
Pearlman, will be to have separate 


| women’s and children’s departments. 


The company’s accent will con- 
tinue to be on children’s footwear, 


| and the larger space will make it 


possible to add new lines in the me- 
dium to better grades. The store 
features national brands. 
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‘Selling the Better Shoe’ 
(CONTINUED FROM PAGE 207) 


is a “must.” The branch opened 
nine years ago in Mesa Junction, 
Colorado’s oldest shopping center 
and centrally located between the 
mill and the downtown area. 

This store, too, has been given a 
$6000 remodeling job. Now it con- 
tains 4500 square feet with attrac- 
tive open display windows and an 
exterior store sign. 

Burling’s downtown store is the 
showplace of an old city block, with 
its new porcelainized steel (Kawneer- 
type) front and its new, overhang- 
ing steel canopy particularly 
adapted to southern Colorado’s hot, 
sunny climate. The illuminated store 
signature is 18 ft. by 40 ft., with the 
tallest letter 18 ft. high. 

“This shoe retail business is a 
constantly changing, growing ser- 
vice,” Mr. Weindling remarked. “It’s 
never static. Now we’re catering 
to the kids who come in with their 
dads for sporting shoes and work 
shoes. We go over the line in each 
store every two weeks. We especially 
make sure that we have safety-toed 


shoes in all sizes from A to triple-E 
widths.” 

How did Burling’s fare when the 
nationwide steel strike closed Pueb- 
lo’s huge mills? Mr. Horvat, down- 
town shoe manager, and Robert 
Monson, manager of the Mesa Junc- 
tion store, said, “You learn to live 
with the strikes. The workmen here 
saw it coming and saved ahead. 

“Then, too, we have a credit sys- 
tem that’s pretty well in effect in 
all steel towns. Regular workers 
can buy all the shoes they and their 
family need during a strike, and no 
payments are due until 30 days 
after they’ve gone back to work. 
The system works, too.” 
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“How to Dye Fabric Shoes” 
EVERETT & BARRON CO. 
166 Valley St., Providence, R. 1. 








Out of the commonplace among leathers into the 


realm of unexcelled quality and beauty... THAT'S 


“HORWEEN CORDOVAN?. Specified by leading 
manufacturers and retailers for soft “feel” and long wearing 


comfort . .. specify HORWEEN and be SURE. 


Horween side leathers enjoy an outstanding 
q fi A, Aa,hili too. 





HORWEEN LEATHER CO. 
2015 ELSTON AVENUE + CHICAGO 14, ILLINOIS 


NEW YORK 38: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 


BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 
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-your profits 
CLIMB with 


GODING 
BOOTS 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
.--a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 


That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Idaho Store Offers Strollers 


BOISE, IDA.—A half-dozen baby 
strollers for mothers to use while 
shopping in the neighborhood is a 
free service of the new Kali-Sten- 
Iks Children’s Shoe Store here. 

The store was opened this past 
summer by Mr. and Mrs. W. S. 
Sanders and Mr. and Mrs. J. G. 
Arfsten. The latter couple, who 
are managing the store, have a long 
background in children’s shoe fit- 
ting. Mr. Sanders is the Northwest 
representative for Gilbert Shoe 
Company, Thiensville, Wis. 


e What's New 


New Vinyl Strap Stripping 


NEW YORK — A new type of 
vinyl strap stripping for the shoe 
and leather industry was announced 
by The Borden Chemical Company 
under the trade name “Perma-Seal.” 

The product is said to withstand 
a wide range of temperatures with 
no change, and it is also claimed 
to have passed a 100,000-plus flex 
test and an 85-lb. pull strength test 
without change. Perma-Seal is 
crease- and distortion-resistant. 


Chukka with Novel Closure 














THE LINE WITH THE FUTURE FOR YOU 





“Ephrata Juvenile Shoes have made a 
great contribution to the success of my 
business,” says Jack Stern, Esthetiks Shoes, 
Brooklyn, New York. 


NATIONAL SHOE FAIR 


EPHRATA 








Jack Stern, C.F.T.P. is a graduate shoe therapist 
and a practical shoe merchant. In 14 years, he has 
built a wide reputation with parents, Orthopedic 
Doctors and clinics because of his skilled fitting and 
correction work. At the same time he has developed 
a thriving Juvenile business using Ephrata shoes. 
Jack Stern is but one of hundreds who have built 
profitable businesses on their own brand names. 


Let Ephrata show you how you can make a name for yourself. 


ROOMS 700 and 799 


SHOE COMPANY 


PENNSYLVANIA 


Brooklyn Mothers Know 
“ESTHETIKS © 
JACK STERN 

Built A 
Juvenile Business 


On His 
Own Brand Name 





@ PALMER HOUSE 
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A smart new chukka style featuring 
Velcro “cat's tongue” closure, this gray 
brushed leather boot has black piping 
and black, bouncy microcellular sole. The 
gray of the upper is picked up by the 
colorful heraldic ornament. A Foot King 
boot by A. S. Kreider & Son Company, 
Palmyra, Pa. 








| 
| Aerosol Shine for All Colors 
OMAHA, NEB.—A spray shine 
| known as Shu-Shine Spray, intended 
| for all colors of shoes, is being mar- 
| keted by Scott Foot Appliance, here. 
| The product, which retails at $1, is 
|water-repellent and both protects 
| and lubricates, the producer says. 
|The spray contains lanolin and sili- 
cone, provides a high gloss shine and 
| requires no rubbing or buffing. 





Insulated Plastic Boots 


Thermal insulation is a feature of these 
plastic boots, which are very light- 
weight and entirely washable. The high 
boot reaches to just below the knee, 
has inside coating for easy on-and-off. 
It comes in children's and misses’ sizes; 
the low boot in children’s sizes. Both 





by Foamline Corporation, Paterson, N. J. 
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¢ Retail Openings 


$6 Million St. Paul Center 
Includes Three Shoe Stores 


ST. PAUL, MINN.—Three shoe 
stores are included in the $6 mil- 
lion Midway Center which opened 
in this area recently. They are 
Baker’s QualiCraft, Kinney Shoes 
and Bonne’s Shoes. 


The Baker’s store has been de- 
signed as a “perfect showcase” for 
its shoes. A basic color scheme of 
off-white accented with orange, 
cerulean blue and lime was used on 
the inside with the idea of giving 
a crisp, clean background for cas- 
ual shopping. 

Bonne’s, a firm with 28 years of 
retailing experience and four other 
outlets in the greater St. Paul area, 
has a deluxe store in Midway Cen- 
ter. Each departmentalized area is 
carpeted with brown and_ green 
tweed carpet. Woodwork and chairs 
are in walnut, and the children’s 
section has six brightly colored 
panels which set off a 13-foot cocoa 
brown bench. 

There are two entrances, one of 


them at the front 30 feet wide and 
the other 20 feet wide and facing 
an inside arcade. Jim Whitcomb, 
who has been with the firm for 13 
years, will be the manager. 

The Kinney store reflects new 
ideas in decor and comfort. It was 
designed by Walter Daum, the com- 
pany’s architect. Don Gates, the 
store manager, has been in the shoe 
business for seven years and with 
Kinney since 1953. 

The 27%-acre center has two big 
parking lots to accommodate 1700 
cars. 

Between 40 and 45 tenants will 
be located in the center when it is 
filled. Buildings are all of rein- 
forced concrete and masonry. They 
are fronted with beige brick to 
bring out the distinctive coloring 
in the stores and shops. 


Thom McAn and G. R. Kinney 
have opened units in South Caro- 
lina’s largest shopping center, 
Pinehaven, at North Charleston. 
The $3,327,000 center has parking 
space for 1455 autos and nearly 
200,000 square feet of selling 
space. 


C is Gi ' rs e Built for Comfort 


Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


RE RAVENNA, 
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3d Houston ‘Shoe Box’ Unit 


HOUSTON, TEX. — This city’s 
Shoe Box stores have opened their 
third unit in the new $244 million 
Stella Link Shopping Center. The 
Shoe Box is the only footwear op- 
eration in a three-block array of 17 
stores, although plans call for open- 
ing of a women’s shoe store later. 

The Shoe Box unit, owned and op- 
erated by youthful Bill Douglas, fea- 
tures children’s and teenage shoes. 
The store covers approximately 1250 
square feet and will stock between 
7000 and 8000 pairs. As in other 
Shoe Box operations, special atten- 
tion will be given to correct fitting, 
including prescription cases. 

In connection with the four-day 
grand opening, the store awarded a 
year’s supply of children’s shoes. 
Bob Ladd manages the new unit. 

e a e 

A special door for children, 414 
feet high, is a feature of a new 
store opened by Cinderella Bootery 
in Tulsa, Okla. The door is a pint- 
size facsimile of a regular glass 
door, with metal frame and bar 
handle. Mrs. Rella Kennedy is 
manager of the store, the third 


for your catalog 
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Retail Openings .. . 


unit owned by Mrs. Alma Bass in 
Tulsa. The first opened in 1950, 
the other five years later. 

- a . 

B. Forman Company, Rochester, 
N. Y., has opened a new children’s 
shoe department in its Young 
World Shop. Chairs in the depart- 
ment are tailored for the children. 

o 2 o 

Spelke Shoe Store in Stamford, 
Conn., which has reopened after ex- 
tensive remodeling, now carries 
men’s shoes only. L. Spelke & Son, 
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the owners, have discontinued wo- 
men’s and children’s lines. Morris 
Spelke is president of the firm. 
a e 7 

The Sample Boot Shop has added 
children’s shoes to its women’s 
lines after moving from the heart 
of the Johnson City, N. Y., busi- 
ness district to a decentralized lo- 
cation in nearby Binghamton. 
Owner Jules Balin has plans for a 
men’s section as well. The new 
store has «a modern aluminum and 
glass front with a two-color sign 
stressing the firm’s slogan of 
“Fashions for Tomorrow.” 


VULCANIZING I$ SIMPLER 





Lustig’s of Youngstown, 0., 
Adds Shopping Center Unit 


YOUNGSTOWN, 0O.—Lustig’s, 
which operates a group of retail 
shoe stores here, has opened its sev- 
enth unit and the second within a 
year. 

The new store, a family operation 
in the Austintown Plaza, features a 
town and country decorative theme 
with black wrought iron and rattan 
furniture upholstered in tangerine, 
lemon and mist green. Carpeting is 
green and walls are driftwood gold 
except in the children’s section. 
There the decorations have a circus 
theme. A _ self-propelled carrousel 
with circus horses and a yellow um- 
brella is a highlight. 

The front of the 3750-square-foot 
store is constructed of stainless 
steel and marble. Displays are rus- 
tic in motif with burnished brass 
and glass fixtures. 

Seventy-five per cent of the stock, 
which comprises national brands, is 
concealed. Manager is Hilary Ham- 
ilton. 

~ - + 

Heide Shoe Shop, which opened 
a month ago at Hastings-on-Hud- 
son, N. Y., is store No. 3 for Mon- 
roe Heidecorn. Like the other out- 
lets he owns and operates—Econ- 
omy Shoe Shop at Mount Vernon, 
N. Y., founded 47 years ago, and 
the 14-year-old Heide’s at Pel- 
ham, N. Y.—it is primarily a chil- 
dren’s store. But a line for teen- 
agers and women is stocked. 

es e * 

Tiedtke’s department store, To- 
ledo, O., has opened a new fashion 
shoe department on the second floor. 
As a feature of the formal opening, 
Tiedtke’s offered a train case as a 
bonus with each purchase of shoes. 

* e 

Center Shoes, a popular-price 
women’s shoe store, has been opened 
in Detroit by Cecil W. Wilburn, a 
shoe retailer in that city for several 
years. It is a second-floor shop at 35 
W. Grand River Ave. Mr. Wilburn 
also operates a women’s cancellation 
shop on Detroit’s Woodward Ave. 
under the management of John 
Limong. 

o * e 

Four shoe retailers are among 30 
units which have opened in the new 
Merle Hay Plaza shopping center 
in northwest Des Moines, Ia. Three 
chains are represented: Baker’s, 


Boot and Shoe Recorder 





Kinney and Schiff’s Shoes. In addi- 
tion Lazy M Shoes was opened by 
Mike Weibel, who owns a shoe store 
in another Des Moines shopping 
center. The Younkers department 
store also operates two shoe depart- 
ments in its store at the Merle Hay 
Plaza. 
e * e 

A self-service display rack for 
shoe polishes is a feature of the 
remodeled, enlarged Hoelscher Shoe 
Store in Eldora, Ia. New shelves 
have been installed along with new 
flooring, lighting fixtures and fur- 
niture. Harley Hoelscher operates 
the store. 

. e * 

A “World of Shoes” section has 
made its debut on the main floor 
of Dayton’s department store, Min- 
neapolis. It consists of five shops 
gathered in one location: salon 
shoes, “Miss Dayton” shoes, wo- 
men’s shoes, casuals and slippers. 

e a a 

Duane’s Shoes of Nashville, 
Tenn., formerly Bell’s Booteries, 
has opened after a $25,000 re- 
modeling which added a separate 
men’s section. The new front per- 


mits a “wide-open” view from the 
sidewalk, Taking over the manage- 
ment is Donald McCord, who has 
managed stores for the same com- 
pany in five other cities. 
o 7 s 
Self-service shoe departments of 
Big Apple supermarkets are now in 
operation in seven stores in the 
Greater Atlanta area. The stores 
offer men’s, boys’ and women’s cas- 
uals plus a limited line of dress 
shoes. They are in Smyrna, Mon- 
roe, Doraville, Decatur, East Point, 
Forest Park and in Atlanta at 2176 
Bankhead Hwy. 
e a2 ce 
A Dr. Scholl Foot Comfort Shop 
has been started in Santa Ana, 
Calif. Owner and operator is Don- 
ald C. Beeman, who had been an at- 
tendant in the Hollywood Dr. Scholl 
shop since 1956. 
a7 a s 
The Standard Shoes chain has 
opened one of the largest shoe 
stores on the West Coast at 111 S. 
La Cienega Blvd., Los Angeles. 
President Larry Schwartz said 
more than 40,000 pairs are stocked 
in 5400 square feet of floor space. 


After 25 years at one location, 
Florsheim Shoe Company has 
moved its downtown Oakland, Calif., 
store to 14th St. and Broadway. The 
$100,000 store will occupy part of 
the street floor of the remodeled 18- 
story Central Building. Mayor Clif- 
ford Rishell cut a ribbon at the 
opening. 

o . 

After extensive remodeling and 
redecorating, a Chandler’s French 
Room salon in downtown San Fran- 
cisco has reopened with a com- 
pletely new interior and a new fa- 
cade. The store, at 153 Geary St., 
is one of six Chandler’s units in the 
Bay area. 

Now the salon has a striking 
arched canopy extending 10 feet 
over the sidewalk. The inside is 
done in shades of gray with gold- 
leaf accents. Chairs are in gold 
and green to blend with a gray car- 
pet flecked with gold. 

= 3 3 

George Matsumoto will special- 
ize in hard-to-fit sizes in men’s and 
boys’ oxfords, work shoes and 
boots in a new store he has opened 
in Stockton, Calif. 
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EMBARRASSED 


I’ve never had so many 
admirers! They like my 
looks — they like my style 
— and they like the extra 
sales a good Kangaroo 
pattern adds to any fine shoe 
line. Genuine Kangaroo 

is available from 

William Amer Co. 

Surpass Leather Co. 
Ziegel, Eisman Co. 





e About Shoe People 


Frank Scholl, Sr., vice-president 
and director of The Scholl Manu- 
facturing Company, Inc., was hon- 
ored on his 50th anniversary in 
the company. His brother, Dr. Wil- 
liam M. Scholl, president and 
founder of the company, gave a 
banquet in honor of Frank Scholl 
at the Illinois Athletic Club, Chi- 
cago. The guest of honor is man- 
aging director of the company’s 
London headquarters, directing 
the entire overseas operation. 

oe . + 

Isidore J. Goldzimer of A. S. 
Beck Shoe Corporation has been 
named chairman of the annual! shoe 
industry campaign for the Federa- 
tion of Jewish Philanthropies, New 
York. Herman Berman, National 
Shoes, and Spencer D. Oettinger, 
Miles Shoes, are associate chair- 


men. 
e © . 


Ed Jannicola, for many years 
connected with the retail shoe 
business on Staten Island, N. Y., 
is taking over the management of 
the children’s shoe department in 


Lobels, Port Richmond, Staten 


Island. 

es 

Abraham H. 

- Miller, who for 

eight years has 
been buyer of 
children’s, boys’ 
and teens’ shoes 
for Gimbel Broth- 
ers, New York, 
has joined Lit 
Brothers, Phila- 
delphia depart- 
ment store. He will 
be buyer of chil- 
dren’s shoes, replacing Seymour 
Cadden, who has resigned. 


ABRAHAM MILLER 


George T. McGee, formerly man- 
ager of the Northampton, Mass., 
store of G. R. Kinney Corporation, 
has been made manager of the 
company’s newly opened suburban 
branch at East Providence, R. I. 

7 o o 

Walter F. Harrington has been 
made manager of the suburban 
store of Health Footwear, Inc., at 


Warwick, R. I., succeeding Wilbur 
Maymon. Mr. Harrington joined 
the company’s downtown Provi- 
dence store a few years ago after 
a number of years as manager of 
W. L. Douglas stores. 


Bernard Schiffman has been 
named manager and buyer of the 
Buffalo Stetson Shop, Inc., a men’s 
shoe store in Buffalo, N. Y., suc- 
ceeding William Washington. For- 
merly Mr. Schiffman was a shoe 
buyer for the E. W. Edwards & Son 
department stores in Rochester and 
Syracuse, N. Y. 


Samuel Dickes has been ap- 
pointed women’s and children’s 
shoe buyer for the fashion fourth 
floor and downstairs shoe depart- 
ments at Samters of Scranton, Pa. 
He succeeds Frederick G. Donohoe. 
He comes to Samters from the May 
Company, Baltimore. 

. © * 

Warren L. Hanson has joined the 
B. R. Baker Company, Toledo, O., as 
sales supervisor of men’s shoes and 
hats. He will supervise sales in the 
downtown store as well as in the 





and heel shoes continues to 
grow. See why retailers 

are changing 

to DUO-FLEX 


Retailing at $9.95 & $10.95 


Available In 94 Sizes 
AAAA Thru EE widths 


YOUNG BENDERS 


FOR BOYS—BIG BOYS—YOUNG MEN! 


Make it Buck 
for Luck! 


220—White buck, red sole 
221—Dirty buck, red sole 


Order 
by Stock 


777 


Soft Black Kidskin 


| 


Catalog of ALL Stock Shoes Available on Request | 


THE P. HAGERTY SHOE C0., Washington CH, Ohio 


216 


222—Grey buck, black sole 
400—Grey buck chucka, crepe sole 
401—Dirty buck chucka, crepe sole 
BCD 2%-7 
7%-11 


BENDER offers buck in five styles—each a winner! 
Plus prompt delivery and quality construction. 
Are you cashing in on the buck fever? 

Write for new catalog. 


made and sold by 


| 24) 1) 3B) fe) aio B 


Somerset, Pa. 


Boot and Shoe Recorder 





Colony, Miracle Mile and Great 
Eastern branches. For the past 18 
years Mr. Hanson has been with the 
Freeman Shoe Company. 


Frank J. Heep, manager of wo- 
men’s shoes at Marshall Field & 
Company, Chicago, has been ap- 
pointed chairman of the _ hides, 
leathers and shoes division of the 
Community Fund. He has headed 
the shoes division alone for 15 
years. 

+ o * 

Jerry Perisho has been promoted 
to manager of the newly enlarged 
men’s shoe department of Sholem’s- 
in-Champaign, at Champaign, III. 
His responsibilities include buying 
and merchandising. 

es ow . 


Victor W. Krause, member of the 
board and consultant of Wolverine 
Shoe & Tanning Corporation, Rock- 
ford, Mich., and his wife, Gertrude, 
have created a scholarship fund 
amounting to $2000 yearly for 
graduates of Rockford High School. 


Vernon Guptill has purchased 
the Loveille Shoe Store in Brod- 


r\< 


1 
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head, Wis. Until two years ago he 
had owned and operated a shoe 
store at Monticello, Wis., for nine 


years. 
e eo e 


Mrs. Virginia Perrone, an em- 
ployee of Leverenz Shoe Company, 
Sheboygan, Wis., was presented 
with a $500 check for suggesting 
a more efficient method of convey- 
ing shoes between the company’s 
sole leather room and_ lasting 
room. The presentation was made 
at the company picnic, where Clar- 
ence C. Leverenz, president and 
founder, and Erwin Badtke, an- 
other employee, were honored for 
40 years’ service each. 


Al and Mae Yarowsky, retiring 
after 30 years in the shoe business, 
have sold their Family Shoe Store 
in Ottumwa, Ia., to Brown Shoe Fit 
Company of Shenandoah, Ia. Don 
Otis of Grinnell, Ia., will operate 
the store. 


James Corken has purchased the 
Delaplane Shoe Company, Chero- 
kee, Ia., and taken over full man- 


because 


Suede and Nylon-Velvet are 


high in footwear fashions... 


Fast-selling pair from Hoffco 


agement. He has been associated 
with the store since 1955. 
e a - 

A. F. Foley has sold Foley’s Shoe 
Store, Perry, Ia., to Wayne Forbes. 
Don Strassburg will manage the 
store, which will operate as Forbes 
Shoe, Inc. Mr. Forbes has operated 
a shoe store in Storm Lake, Ia., for 
several years. 


Everett Moxley, owner and asso- 
ciate in the J. M. Burd Shoe Com- 
pany store, Mt. Pleasant, Ia., for 
many years, has announced the 
sale of the business to Henry 
Tompkins of Ottumwa, Ia. Mr. Mox- 
ley will continue to assist in the 
store, and Orlendes (Pat) Ross will 
be the manager. Mr. Tompkins will 
continue as a traveling salesman. 


Walter J. Johnson, assistant gen- 
eral manager of Brown Shoe Com- 
pany, St. Louis, has been commis- 
sioned a Kentucky Colonel by Gov- 
ernor Benjamin (Happy) Chandler. 
The title is an honorary one. 


G. A. Spraley has been named 
buyer for third-floor better shoes 


— Suede Conditioner, 


Nylon-Velvet Conditioner! And the future looks bright 
right through Winter ... because suede and nylon-velvet 
are still exciting fashion news. 

Hoffco conditioners in the handy aerosol containers 
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jobber about the special Hoffco offer. 
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About Shoe People... 


and J. R. Dausman has been ap- 
pointed buyer for fourth-floor 
budget shoes at the Stewart Dry 
Goods Company, Louisville, Ky. 
These are new departments which 
the store has set up at busy traffic 
spots. 


Moton Peterson, 75, “retired” 
after selling shoes in Selma, Ala., 
for 58 years. A month later he 
changed his mind, went to work for 


another store. How has the shoe 
business changed over the years? 
For one thing, the work day is 
shorter, says Mr. Peterson: “I can 
remember when we used to go to 
work early in the morning and work 
until late at night.” 
o e a 

C. C. Liebig has taken over the 
management of the Bond Clothing 
Store’s shoe department in St. 
Louis. He was assistant manager of 
a Nunn-Bush store in that city for 
seven years and, prior to that, was 





TBC service is tailored to provide all 


the working capital any qualified client 
needs, without increased borrowing, diluting 
profits or interfering with management. 
Most effective for manufacturers with 
$500,000 or more annual sales. 


Write for our free booklet “How to get 
the cash to keep your business going”. 





manager-buyer for 15 years at the 
Werner Hilton Clothing Store’s shoe 
department, also in St. Louis. 
© e 

Lloyd Nofziger has been named 
to manage the Guarantee Shoe 
Store in Little Rock, Ark., replacing 
Jimmy Hooker. He is also the 
owner of the Shoe Center in the 
Lake Hill Shopping Center and the 
Shoe Center at Stuttgart, Ark. 


Otis Love, shoe store owner in 
Rocky Ford, Colo., has bought the 
Fowler Shoe Store in Boulder, 
Colo. Don Guase, who has been 
with the origina] Love store for 10 
years, will manage the Rocky Ford 
store. 

e - ° 

Ted Kubisiah, formerly manager 
of a shoe department in a Rock 
Island, Ill., department store, has 
been named manager of a newly 
established main-floor shoe salon 
in the A. W. Lucas Company store, 
Bismarck, N. D. The department 
will specialize in women’s and 
children’s footwear. 


John Mickey, formerly with Vi- 
atch Shoes, Whittier, Calif., has 
been named manager of Green’s 
Children’s Shoe Store in Downey, 
Calif. 

e e * 

Bob Bergquist has been appoint- 
ed manager of a Chandler’s Shoe 
Store in Oakland, Calif. 


In Allied Fields... 


Irving J. Bottner, president of 
Knomark, Inc., New York, kicked 
off a promotional campaign for Es- 
quire Spray Shine with a unique 
$5000 telephone conference call. 
He spoke to 2500 representatives in 
81 cities, discussing advertising 
plans for the product. 


H. E. Humphreys, Jr., chairman 
of the board of United States Rub- 
ber Company, New York, will serve 
as national chairman of the 19th 
annual National Bible Week, Oc- 
tober 19-25. 


Miss Jane Wheeler, fashion co- 
ordinator for Colonial Tanning 
Company, Inc., Boston, was pre- 
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sented a bronze service pin on the 
completion of five years’ service 
with the company. 
o e a 
Arthur Blaut, co-founder of Vir- 
ginia Oak Tan- 
nery, Inc., Luray, 
Va., and one of the 
leather industry’s 
most prominent 
figures, marked 
his 80th birthday 
October 8. With 
his son, Stephen 
J.. Mr. Blaut in 
1940 established 
Py the Virginia firm, 
ARTHUR BLAUT a sole leather pro- 
ducer. He remains active in direct- 
ing his companies, including sev- 
eral in Germany, his birthplace. 
o o = 
Gordon Hanes has been ap- 
pointed chairman of the Women’s 
Hosiery Advisory Committee of the 
National Association of Hosiery 
Manufacturers and a member of 
the association’s executive commit- 
tee. He is president of Hanes 
Hosiery Mills Company, Winston- 
Salem, N. C. 


Name-Brand Discount Store 
Finds Men’s Lines Profitable 


EVANSTON, ILL. — Addition of 
men’s shoes has proved a profitable 
move for the name-brand dis- 
count operation of Rieff Shoes, here. 
The store opened early in the year 
as a women’s and teenage shoe 
store. Men’s shoes were added as 
the business—and demand—grew. 

Rieff Shoes, operated by Aaron 
Rieff, was formerly at 1616 W. 
Roosevelt Rd., Chicago. When the 
building was torn down to make 
way for a new medical center, Mr. 
Rieff moved to the present location 
at 813 Davis St., Evanston. 

The former store featured popu- 
lar price shoes. Although the pres- 
ent operation specializes in brand 
names at discount prices, there are 
also some regular popular price 
shoes in stock. Prices range from 
$5.95 to $10.95 for women and to 
$12.95 for men. 


Robert J. and Jerome T. Mehr- 
man, owners of Roben Shoes, 
Quincy, Mass., have changed the 
store name to Stuart Shoes. The 


same men own another store of the 
same name in Scituate, Mass. 


Minnesota Woolworth’s Unit 
Stocks Shoes for the Family 


MINNEAPOLIS, MINN.—Shoes 
for the entire family are being 
sold by the F. W. Woolworth Com- 
pany store in the Southdale Shop- 
ping Center in suburban Edina, 
Minn. This is a new departure in 
the store’s operation. The shoes 
are in a new section devoted to 
soft goods. 

The venture is the first of its 
kind in the 175 Woolworth stores 
in a seven-state area comprising 
this district, according to Richard 
West, district manager. But the 
soft goods venture will be ex- 
tended into four or five other 
stores in the area this year, Mr. 
West said. The first will be the 
Fargo, N. D., unit. 

The chain is expanding its soft 
goods operations on an experimen- 
tal basis. Token offerings of many 
items, including shoes, have been 
carried for years, but the lines 
have not been exploited. 
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© Obituaries 


Joyce Forbes Wanger Dies; 
New York Shoe Designer 


NEW YORK—Mrs. Joyce Forbes 
Wanger, a well known designer of 
men’s, women’s and children’s shoes, 
died recently after a short illness. 
She and her husband, Robert Wan- 
ger, maintained a studio here at 45 
West 34th St., and lived in West- 
port, Conn. 

The couple went into business to- 
gether following their marriage 
after World War II. During the 


war Miss Forbes had turned her 
talents to government service. 

In addition to supplying their reg- 
ular accounts, the couple furnished 
designs to outside manufacturers. 
Their service included comprehen- 
sive information on colors, leathers 
and all the component parts of a 
shoe. They became known interna- 
tionally through publication of their 
designs four times a year in an Aus- 
trian periodical, Shoes in Vienna. 
In the U. S. Mrs. Wanger gained a 
reputation as a talented young de- 
signer who liked her work and the 
people with whom she worked. 
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Weather Pal 
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Rain Queens 

Molded, one-piece in Clear 
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flat-heel style. 
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children 


her footwear for men, women and 


m-weat' 
at the National Shoe Fair, Oct. 25-29, Blackstone Hotel. 


| recently after a long illness. 





Like her husband, Mrs. Wanger 
painted as an avocation. Recently 
she held a one-woman exhibition of 
her work. 

Besides her husband, she is sur- 
vived by her parents and a brother. 


Charles Vogel, 63, Official 
Of Milwaukee Tanning Firm 


MILWAUKEE — Charles Pfister 
Vogel, 63, chairman of the board of 
the Pfister & Vogel Tanning Com- 
pany, Milwaukee tanning firm, died 
of leukemia September 22 in a local 
hospital. 

Mr. Vogel was a civic leader and 
a member of an old Milwaukee 
family. His father, the late Fred- 
erick Vogel, Jr., was president of 
the old Pfister & Vogel Leather 
Company. Following the depression, 
the firm was reorganized in 1931 


| under its present name. 


Charles Vogel was also president 


| of the P & V Atlas Industrial Cen- 
| ter, Inc., here, and was a director 
| and trustee of other companies. 


During World War I he served in 
the Army overseas. 
Mr. Vogel is survived by his 


| widow, Ellen; a son, Philip F.; a 


daughter, Mrs. Carleen Vogel Jack- 
son, and two sisters, Mrs. Otto H. 
Falk and Mrs. Joseph E. Uihlein. 


JAMES A. CRAWFORD, 53, a 


| field salesman for the shoe prod- 


ucts division of B. F. Goodrich In- 
dustrial Products Company, died 
Mr. 
Crawford lived in New Hyde Park, 


| Long Island, and represented B. F. 
| Goodrich in metropolitan New York 
| City, New Jersey and Connecticut. 
| He had been with the firm since 


1935. 


GEORGE H. LAWSON, 83, who 
retired recently from the executive 


| board of the Boot and Shoe Work- 
| ers’ Union, died September 23 in a 


Minneapolis hospital. He was a 


| BSWU member for 58 years and a 
| regent of the University of Minne- 


sota for 26 years. 

He served as secretary-treasurer 
of the Minnesota State Federation 
of Labor from 1914 through 1954. 
Author of a History of Labor in 
Minnesota, he was considered the 
dean of that state’s labor leaders. 
He is survived by his widow, Elinor, 


and a son, Paul. 
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HARRY KELLER, 67, a salesman 
for 25 years for the Boston leather 
firm of Beggs & Cobb, Inc., died 
suddenly in that city on September 
27. He made his home in Newton 
Center, Mass. He is survived by his 
widow, Mrs. Marvel L. Keller; a 
daughter, Mrs. Janet Myette; a son, 
Harold L.; three sisters and a 
brother, and five grandchildren. 


LAWRENCE M. CARROLL, 91, 
a retired shoe manufacturer, died 
September 18 in Norway, Me., after 
a year’s illness. Mr. Carroll started 
his own factory in Haverhill, 
Mass., in 1913 and six months later 
moved it to Maine, where he bought 
Maine’s first shoe factory at Nor- 
way. He was president of the As- 
sociated Industries of Maine in 
1935-36. His widow, Lucia, sur- 
vives. 


ARTHUR GALE, 58, president of 
Shirley Shoes, a Canton, O., retail 
firm, died recently after being in 
failing health for several years. 
Mr. Gale formerly was vice-presi- 
dent of Tradehome Shoe Company 
in Minneapolis, Minn. In 1936 he 
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SATIN LABELS 
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bought the Marcus Shoe Company, 
which operated stores in five states, 
including Shirley Shoes in Canton. 
He disposed of all but this one 
store. He is survived by his widow, 
Edith; a daughter, a son, two 
brothers and five grandchildren. 


JOHN H. MARTIN, 67, operator 
of the Martin Shoe Store, New Hol- 
land, Pa., for nearly 28 years until 
his retirement two years ago, died 
September 23 of a coronary occlu- 
sion. He was active in civic affairs. 
Mr. Martin is survived by his 
widow, Mabel; three daughters, 
four sisters, two brothers and four 
grandchildren. 


CHARLES ELLISON, 67, who 
founded the Globe Shoe Store, 
Charleston, S. C., in 1923 and man- 
aged it until 1948, died recently. 
He had continued as an adviser 
and buyer after his son, Arnold, 
assumed the management. Surviv- 
ing, besides Arnold, are Mr. El- 
lison’s widow, Mrs. Estair Boostin 
Ellison; another son, E. Richard; 
three brothers and three grand- 
children. 


CHARLES H. VON BEHREN, 75, 
a shoe traveler for 61 years, died of 
a heart attack, September 20, in 
Denver. He had started his shoe 
career in his native St. Louis with 
the Wertheimer-Schwartz Company, 
and moved to Denver about 40 years 
ago to join the L. M. Purcell Com- 
pany, shoe jobbers. For the last 15 
years he had traveled for Phyllis 
Shoe Company and Sherman Bros. 
Shoe Manufacturing Company, 
Lowell, Mass.; Monarch Shoes, Inc., 
Chicago, and Mondl Manufacturing 
Company, Oshkosh, Wis. His wife 
preceded him in death last year. 
Surviving is a brother. 


WILLIAM A. HERMANN, 74, 
who formerly owned and operated a 
shoe factory in Auburn, Me., died 
recently in a Sioux Falls, S. D., hos- 
pital. He had lived in South Dakota 
since 1929. 


HARRY A. JAMIESON, 57, sec- 
retary and advertising director for 
Berland Shoe Company, St. Louis, 
died recently following a brief ill- 
ness. Mr. Jamieson had been with 
the firm for more than 30 years 
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YOUR OWN PRIVATE BRAND 


Fine Quality 


JUVENILE SHOES 
to Retail Profitably 


$500 to $895 
Send for Catalog 


WELTS 


GN 
Sey 
= 


EPHRATA SHOE COMPANY 


PENNSYLVANIA 
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LIA Readies Five Springtime Promotions 


NEW YORK—Five industry-wide 
promotion campaigns have been 
mapped by Leather Industries of 
America for spring “to stimulate 
sales of quality, high-profit shoes at 
key selling periods and to spur the 
sale of extra pairage between sea- 
sonal peaks.” 

Promotions of men’s, women’s, 
teenagers’ and children’s footwear 
are planned as well as a special 
Father’s Day gift campaign. Each 
will involve color ads in national 
magazines, merchandising materials 
from LIA and individual manufac- 
turers, and nationwide publicity via 
TV, radio, newspapers and maga- 
zines to “pre-sell’” consumers. 

For women the LIA campaign will 
feature “New Leather Spectators.” 
A two-page color spread in the 
March issue of Mademoiselle will 
show new and varied types of spec- 
tators. 

In men’s shoes LIA will star the 
“Cool Leather Casual” during May 
and June. Opening the campaign 
will be a two-page color ad in the 
May Esquire, accompanied by a 
merchandising package. The promo- 
tion will be backed by editorial cov- 
erage in Esquire and a national pub- 
licity effort. 


A campaign to sell higher-profit 
styles to the teenage market will be 
kicked off by a double-page color 
spread in the May issue of Seven- 
teen, headlined “ .. . More Beauti- 
ful in Leather Shoes.” Aimed at 
that segment of the population which 
buys the highest per-capita pairage, 
the promotion will be carefully co- 
ordinated with producers and retail- 
ers and backed editorially by Seven- 
teen. 

Children’s leather shoes will be 
promoted in two double-page LIA ads 
—one in the April (pre-Easter) issue 
of Parents’ Magazine, the other in 
the May issue of Today’s Health. 
Parents’ will carry a full-color layout 
on the newest dress styles for boys 
and girls. The ad in Today’s Health 
will emphasize the importance of fit- 
ting, and a blow-up of the ad will be 
provided to retailers along with other 
material. 

The Father’s Day promotion will 
stress white leather shoes for gift- 
giving. LIA officials point out that 
sales of white shoes represent “ex- 
tra” pairage, since few men have 
them in their wardrobes.  Al- 
though details are incomplete, the 
campaign will involve one of the 
mass-circulation women’s magazines. 





The Parts of a Shoe and How They’re Assembled 


Three-dimensional pegboard display lauding good shoes as "today's biggest 

bargain" was assembled by Delmanette division of Hamilton Shoe Company, St. 

Louis. Available on loan to retailers, the exhibit shows all the parts of a pair of 

women's fashion shoes, plus photos depicting the skills required to make this foot- 

wear. The manner of assembly is explained. First to get the exhibit were Ellis 
Stone stores in Greensboro and Durham, N. C. 
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9-Month Production 
Put at 486 Million Prs. 


WASHINGTON, D. C. — August 
footwear production totaled 54.7 
million pairs, an increase of 9 per 
cent from the 50.4 million pairs 
manufactured in August 1958, ac- 
cording to the Census Bureau. The 
total was also 7 per cent higher than 
the 51.4 million pairs for July 1959. 

On the basis of government fig- 
ures, shoe production for the first 
eight months of the year reached 
433 million pairs. This compares 
with 385.7 million in the same pe- 
riod last year. 

Recently the National Shoe Manu- 
facturers Association, in a prelimi- 
nary estimate, placed September 
production at 53 million pairs, an 
increase of 5.7 per cent from 1958. 
If this estimate proves correct, then 
footwear output in the first three 
quarters of 1959 would amount to 
486 million pairs against last year’s 
435.8 million pairs. 

Total 1959 output far in excess of 
600 million pairs continues to ap- 
pear certain, even if the rate of in- 
crease falls off. 

The Census Bureau, in estimating 
August 1959 output, gave this 
breakdown: 

Men’s dress and play shoes: 6.9 
million pairs, up 9 per cent from 
the 6.3 million pairs for July 1959, 
and up 11 per cent from the 6.2 mil- 
lion pairs for August 1958. 

Women’s dress and work shoes: 
17.5 million pairs, an increase of 3 
per cent above the 16.9 million pairs 
for July 1959 and a gain of 9 per 
cent above the 16.1 million pairs for 
August ’58. 

Other footwear: 8 per cent above 
July 1959 and also 8 per cent higher 
than in August ’58. 


Krause in Government Post 


WASHINGTON, D. C.—R. H. 
Krause, a retired executive of the 
Wolverine Shoe and Tanning Cor- 
poration, Rockford, Mich., has 
been appointed Director of Field 
Services, U. S. Department of Com- 
merce. He will be in charge of the 
regional offices of the department. 
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St. Louis Wholesale Group 
Names Mankofsky President 


ST. LOUIS—Alfred E. Mankofsky 
of Mankofsky Shoe Company has 
been elected president of the St. 
Louis Shoe Wholesalers Association. 

Completing the slate of new offi- 
cers are Harvey J. Oberman, M. A. 
Oberman & Sons, vice-president; 
Bernard Landau, Goldstein Shoe 
Company, treasurer; Herman Green, 
Ben Rosenberg Shoe Company, re- 
cording secretary, and Al Perlstein, 
L. Perlstein & Sons Shoe Company, 
corresponding secretary. 

The group is composed of 27 
firms engaged in the wholesaling of 
all types of footwear. 

Pointing out that the large St. 
Louis shoe market offers the lines 
of the world’s two largest shoe man- 
ufacturers to retailers, Mr. Man- 
kofsky said that the association will 
continue its efforts to develop a 
stronger shoe market here. 


Ortho-Vent Agrees to Curb 
Claims of Healthful Effects 


WASHINGTON, D. C.—The Fed- 
eral Trade Commission says Ortho- 
Vent Shoe Co., Inc., of Salem, Va., 
has agreed not to claim that its 
shoes will impart healthful effects 
to the wearer unless this is actually 
the case. Also, Salem has agreed to 
stop representing that its shoes are 
handsewn except when this is true. 

The FTC disclosed that Salem had 
signed a stipulation agreement on 
these and other points. These agree- 
ments do not constitute admissions 
that there has been any violation of 
law. Salem agrees only that it will 
cease the practices about which the 
government is complaining. 


Queen City to Move Plant 


MANCHESTER, N. H. — Queen 
City Shoes, Inc., manufacturer of 
women’s novelty footwear here, 
plans to move to larger quarters in 
the former Gera Mill building. The 
building has been bought by a re- 
alty company headed by Barnet, Da- 
vid and Martin Stein, who own and 
operate Queen City Shoes. 

Increased demand for shoes made 
by this company has made expan- 
sion necessary, they report. The date 
on which the move will be made has 
not been set, but it will be “some- 
time this fall.” 


October 15, 1959 


Salesmen e Suppliers 





New Heel Design Extends Lip to Add Strength 


LOWELL, MASS. —A new heel 
design created for use in connection 
with the tab-less method of heel at- 
tachment has been developed by 
Amalgamated Plastics, Inc., here. 

Chief feature of the heel, known 
as the “Dovetail,” is an extra-long, 
shaped lip which extends approxi- 
mately three-eighths of an inch be- 
yond the edge of the heel proper. 
This lip is tapered to a feather 
edge of one-sixty-fourth of an inch, 
and is notched on both sides. 

As described by Robert Segal, di- 
rector of Amalgamated’s research 
and development department, this 
lip forms an invisible bridge be- 
tween heel and sole, adding 
strength and eliminating the seam 
line usually apparent where the 
heel joins the sole. 

“Dovetail’s unique, molded can- 
tilever design,” he says, “gives the 
finished shoe the same kind of 
smoothly sculptured line hitherto 
achieved only by hand and in the 
most expensive shoes. At the same 
time it materially improves the 
structural strength of both heel 
and shoe and prevents the heel from 
rocking or wobbling when walked 
upon. 


“Furthermore it has been de- 


Amalgamated Plastics’ “Dovetail” heel 
with extended lip. 


signed specifically for use with 
manufacturers’ existing sole pat- 
terns.” 


Bank Display: ‘Sandler Story’ 

BOSTON—The story of Sandler 
of Boston was told through an ex- 
tensive display in the window of the 
Merchants National Bank at a busy 
location in downtown Boston. The 
display stressed the international 
scope of Sandler operations and 
showed styles currently made in the 
company’s five New England fac- 
tories. 





Godman Expands Juvenile Line to Reach Oversize Foot 


COLUMBUS, O.—A new group of 
shoes especially designed for the 
oversize child’s foot has been added 
to the juvenile line of H. C. Godman 
Company, here. The shoes are de- 
veloped on new lasts in appropriate 
styles for children of ages 8 to 11 
with a 314-to-6 size range. 

Samuel T. Levin, sales manager 
of the children’s division, said, “We 
recognize this as a lost-age or 
’tween-age group. Although there 
has been some talk about it in the 
children’s shoe business, very little 
has been done to care for the needs 
of the oversize child’s foot. 

“In many cases teenage shoes are 
too mature and are not built on the 
proper last for this youngster. The 
foot structure at this age is not the 
same as that of a teenager. 

“Since children go through this 
period quickly, not much has been 


done to build up a stock of suitable 
shoes.” 

Great strides have been made by 
the ready-to-wear industry in de- 
veloping clothes for the group be- 
tween small children and teenagers, 
Mr. Levin points out. 

“These children are too old for 
the sizes and styles of the young 
child and too young for those of the 
teenager. Thus special sizes for 
‘sub-teens’ have been developed and 
many stores have special clothing 
departments for this group.” 

It is to fill this same void in shoes 
that Godman has added special lasts 
and sizes to its regular Old Pals 
children’s line this fall. These shoes, 
in sizes 314 to 6 for girls, include 
several leather swivel straps in black 
and color and several patent party 
shoes. Later on the firm expects to 
add the basic types. 





Peters Div. to Give 50-Star 
Flags to Its Shoe Fair Guests 


ST. LOUIS—A 50-star American 
flag, approximately 12 by 18 inches, 
will be given to merchants who 
visit the Peters Shoe Company dis- 
play rooms during the National 
Shoe Fair in Chicago. Included 
with the flag will be a history of 
Old Glory, printed on parchment. 

The flag is fastened to a 32-inch 
gilded stick. Louis C. Hoppe, Pe- 
ters advertising manager, suggests 
that flag and parchment be com- 
bined to advantage for window and 
interior shoe store displays. He 
points out, however, that the flags 
will be distributed on a first-come, 
first-served basis. 

Peters, a division of International 
Shoe Company, will display at the 
Conrad Hilton Hotel during the 
Shoe Fair. 


H. P. Davis of A. Davis & Son, 
Ltd., Kingston, Ont., is the new 
president of the Tanners’ Associa- 
tion of Canada. C. S. Riley, Jr., of 
Dominion Tanners Ltd., Winnipeg, 
Man., was elected raisinatienenante 


and three new directors were 
named: Lucien Blouin of Edgar 
Clement Ltd.; L. P. Breithaupt of 
Breithaupt Leathers, and J. C. 
Stoner, Hyman Leathers. Elections 
were held at the annual meeting. 





Emperor in the Window 


Statuetfe of Roman emperor Augustus is 
a feature of window display being used 
by French Shriner, Boston, to promote 
new Augustan collection. The statue, 
which rests on gold velvet, symbolizes 
a period of history noted for its correct- 
ness of taste. The collection includes 
these four new imported veal styles 
with "just a hint of the Continental 
look," the manufacturer notes. 





a Dramatic Discovery 
in Foot Rejuvenation! | 


heel seat 


. Shaped to 
foot’s contours 


. Cushioned 

leather straps 
4. Molded metatarsal crest 
Here's a new, scientifically designed 
appliance which rejuvenates the en- 
tire foot, simply by walking in it a 
few minutes each day, (A) Arch ele- 
vation supports and massages sole 
of foot. (B) Toes are exercised and 
strengthened by grasping action. Dr. 
Scholl’s Foot Exercizer Sandals help 
correct weak arches, increase muscle 
and nerve tone, strengthen the feet, 
improve blood circulation. 
Men’s, Women’s: Whl., $5.85, Ret. $9.95 
Youth’s . . ..Wholesale, $5.15, Ret. $8.95 
Children’s . .Wholesale, $4.60, Ret. $7.95 


THE SCHOLL MFG. CO., Inc. 


224 


Ripple Sole Files Civil Suit 
Charging Patent Infringement 

DETROIT—In a civil action be- 
gun last month in Federal District 
Court here, Ripple Sole Corporation 
charged a Detroit department store, 
Crowley, Milner and Company, with 
infringing on a Ripple patent. 

Leonard Hack, president of Rip- 
ple Sole Corporation, said the suit 
alleges that the store infringed when 
it sold imported Japanese footwear 
with resilient soles under the name 
“Dura-Hyde.” These shoes employ 
inventions protected by a U. S. pat- 
ent, No. 2710461, Mr. Hack said. 

Ripple Sole Corporation asked the 
court to grant an injunction against 
further infringement and to award 
damages. 


$1.5 Million Boot Contract 


WASHINGTON, D. C.—Sportwelt 
Shoe Company of Nashua, N. H., 
has been awarded a $1,524,298 con- 
tract for 214,356 pairs of men’s 
black leather combat boots. The De- 
partment of the Army said the Mil- 
itary Clothing and Textile Supply 
Agency made the award. 





LEATHER 
-plus! 


* LONGEST WEAR 
* GREATER COMFORT 


* WATER—and— PUNCTURE RESISTANCE 
YOUR MANUFACTURER’S SALESMAN 


MEN’S Brown, 7-12 
WOMEN’S. (high or low 
heel) Red or Natural 

Tan, 4-10 

YOUTH’S: Brown, 4-6 
CHILDREN’S: Red or 
Brown, 10-3 

One width, full sizes only. | 
Chicago 10, Ill. 


New York 11, N.Y. 
Los Angeles 58, Calif. | 





i olam ge laaliit-3 

with Children 

folate M-Wwzel gel -te| 
this SEAL 


+, MAAGATINE . 


* SHAPE RETENTION 


can supply you with FREE counter & win- 
dow displays that will identify YOUR 
SHOP as one that stocks shoes with this 
popular sole. ASK HIM! 





VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE ST 


In Canada by BEARDMORE & CO 


NEW YORK 38,N. Y. 


., Limited, Acton, Ontario 
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Restyled Line, New Fabrics 
Are Introduced by LaCrosse 


LA CROSSE, WIS.—New fabrics 
in men’s casuals, a restyled women’s 
line, and new deck and court-type 
canvas oxfords are highlights of the 
1960 lines of LaCrosse Rubber Mills 
Company. The new styles were in- 
troduced at recent sales meeting at 
factory headquarters here. 

New upholstery fabrics in the 
men’s casual Bel-Air line include a 
jute upper shoe called the Tropic. 
This is a three-eyelet blucher oxford 
of the molded-sole construction for 
the resort and casual trade. 

The new line of deck and court- 
type oxfords has been introduced to 
accommodate the current demand 
for lace-to-toe and bal-type oxfords 
in this category. 

The women’s Solaire line of fabric 
vulcanized casuals has been com- 
pletely restyled. These are in the 
$2.98-$3.98 retail price range. 

A national advertising campaign 
and contests for retail dealers were 
announced for rubber sporting boots. 
A free advertising kit is offered to 
retailers. 


Spring Pin Insert in Spike Heels Said to Cut Breakage 


JENKINTOWN, PA.—The spring 
pin, a versatile industrial fastener, 
has found a new application as an 
insert in the 
heel of women’s Q 
spike - heeled 
shoes. The Fitz- 
On Heel Corpor- 
ation, Manches- 
ter, N. H., which 
developed the 
construction, 
says one result 
is a “sharp re- 
duction in heel 
splitting, bend- 
ing and breaking.” 

The Fitz-On firm says heels using 
the spring pins have been adopted 
by several women’s shoe manufac- 
turers and by major shoe repair 
shops. 

Placed in the heel, the slotted, 
cylindrical steel tube acts both as a 
steel spine reinforcement and as a 
socket receptacle for molded plastic 
heel lifts. The pin is driven into a 
slightly undersize hole, and the re- 
sulting compression provides spring 


SPRING PIN 
REINFORCES HEEL 
ernie 


\ 


Spring pin and plastic 
heel Sift as used by 
Fitz-On. 


tension sufficient to hold the pin in 
place indefinitely. The molded nylon 
lift is snapped into the end of the 
tubular pin. 

The Sel Lok spring pins are made 
by Standard Pressed Steel Company 
of Jenkintown, a Philadelphia sub- 
urb. In adopting them, Fitz-On 
backed its innovation in heel design 
with a 100 per cent guarantee dur- 
ing normal wear. 

The combination of spring pin 
and plastic insert is supplied in 
seven heel sizes from AA through 
F, 


Fabries for ‘After Five’ 


BOSTON—Two fabrics for holi- 
day “after five’ shoes were intro- 
duced by Gilbert Freeman, Inc., shoe 
fabric firm, in fashion bulletins 
mailed to popular-price chain buy- 
ers, retailers, manufacturers and 
stylists. The two offerings are Gla- 
cier, described as a “glitter” fabric 
in gold and silver, and Pear] Lustre, 
a “shimmering” iridescent fabric in 
white and black. Both are said to 
retain their glitter after being dyed. 
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Junior Arch Preservers 


know NO seasons! 


| THINK OF IT! A nationally famous line of shoes you 
| sell all year around! It’s no dream. It’s a reality when you 
i sell Junior Arch Preservers by Medic. Why? Because 
.| Medic shoes are heavily advertised to the medical pro- 
- | fession—and doctors prescribe and recommend Junior 
|| Arch Preservers to meet their little patients’ special 
’’| needs. Yes! Here at Medic we keep filling our accounts’ 





Keep Your House Well Stocked 


‘needs from Softees to the most professional Medic shoes 


|—every day in the year! ...Write today for catalog, 
\| descriptive literature, FREE BOOKLET 
| on prescription fitting. 


. . . for winter sales with Quoddy’s hottest moccasin—Double 
Deerskin. Fold it, twist it, roll it—Double Deerskin always 


snaps back because it’s crafted of supple, top quality deerskin. 
We call it Double Deerskin because it’s Deerskin inside and 
Foam innersole makes 
walking feather-soft. With or without flexible chrome sole. 


out for “double” value, satisfaction. 


Also pile lined. 


TIME T00, TO CHECK YOUR SHEEPSKIN LINED MOCS 

ASK ABOUT OUR HUGE STOCK IN ALL STYLES, SIZES 

QUODDY MOCCASINS 
Portland 3, Maine 


For pictures, 
prices, write 
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For Mild Supination 


MEDIC SHOE MANUFACTURERS, INC. © PHILADELPHIA 7, PENNSYLVANIA 


225 





Boston Distribution Parley 
To Study European Market 

BOSTON—The challenge of the 
common market in Europe will be a 
focus of interest at the 3lst Boston 
Conference on Distribution, Daniel 
Bloomfield, conference director, has 
announced. The conference will be 
held October 19-20 at Boston’s Stat- 
ler-Hilton Hotel. 

The present approach to world 
trade is out of date, in the view of 
many prominent economists both 
here and abroad, Mr. Bloomfield 
noted. In addition, American indus- 


try faces more and more competi- 
tion in world markets. The six-coun- 
try common market has presented 
a trade pattern which is being stud- 
ied in all quarters of the globe. 

The Conference on Distribution 
has taken “Dynamic Distribution in 
an Expanding Economy” as _ its 
theme. Alfred Shenfield, economic 
director of the Federation of British 
Industries, will speak on “The Euro- 
pean Aspect of the Trend to Free 
Trade.” 

Dr. Alfred Neal, director of the 
Committee for Economic Develop- 
ment, Inc., Lincoln Gordon, William 





What does he know about FARBERIZING ? 


ROBABLY NOTHING! But he does 

know good work shoes when he 
wears them. So, don’t take a chance. 
Give him a shoe that’s comfortable — 
a shoe that will wear better and last 
longer—a shoe that has FARBERIZED 
INSOLES AND WELTING. 


* FARBERIZING replaces water soluble 
tannins with a special compound which 
seals each fibre against moisture, yet, 
maintains the porosity of the leather. 


Resists shrinking, cracking 
and curling 


160 FREMONT STREET WORCESTER mass 








Ziegler Professor of International 
Relations and Economics at the Har- 
vard Business School, and Robert 
Valode of Renault Inc., French au- 
tomobile manufacturer, will examine 
aspects of the common market, par- 
ticularly its significance for the 
American economy. 


Benjamin Heads American 
Sales for Katja of Sweden 


NEW YORK—Arthur Benjamin, 
former sales manager of Golo Foot- 
wear, has been appointed director 
of American sales for Katja of 
Sweden. He will be responsible for 
sales, promotion and publicity on 
the North American continent for 
all of the Swedish company’s prod- 
ucts, including shoes, apparel, mil- 
linery and specialty items. 

Katja and Rod Geiger, principals 
of the European firm, announced the 
appointment. 

Katja’s shoes comprise a full line 
of dress casuals and tailored types, 
made on American lasts. They are 
said to embody both American and 
Continental style trends. 

Sales offices have been opened at 
200 West 57th St., New York. The 
atmosphere and decor are Swedish 
—even the furniture has been im- 
ported from that country. 


Genesco Shareholders Vote 
To Acquire Formfit Company 


NASHVILLE, TENN. — Genesco 
stockholders have approved acqui- 
sition of the Formfit Company, 
maker of girdles and foundation 
garments. Ben H. Willingham, 
Genesco president, said the acquisi- 
tion “will bring immediate addi- 
tional strength to Genesco when it 
already is enjoying its best year in 
history.” He estimated Formfit’s 
1959 sales at about $25 million. 

In explaining the transaction, 
Mr. Willingham said, “This pool- 
ing of interests with Formfit is in 
line with the policy of our com- 
pany to be represented in the im- 
portant areas in the apparel and 
footwear field which offer good 
profit opportunities.” 

The acquisition will be effected 
by exchange of Genesco common 
stock for 600,000 common shares 
of Formfit on the basis of 0.891 2/3 
shares of Genesco for each of 
Formfit. 
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HEELS -SOLES-SOLING AND TOPLIFTING SLABS - SPECIALTIES 
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SUPPLIER TO THE SHOE INDUSTRY...SJNCE 1896 


CONTACT O'SULLIVAN RUBBER CORPORATION, WINCHESTER, VA. OR THE REPRESENTATIVE NEAREST YOU 
CALIFORNIA: MACPHERSON LEATHER COMPANY, 140 South Main Street. Los Angeles. MAdison 6-4831; MACPHERSON LEATHER COMPANY. 730 Mission Street, San Francisco, YUkon 6-6783 - 


MASSACHUSETTS: KELLEY & SWEENEY LEATHER COMPANY, 95 South Street. Boston, HUbbard 2-6668 - 


MISSOURI: WILLIAM WESSELING COMPANY, 1221 Locust Street, St. Louis. CHestnut 


1-9260 - NEW YORK: METRO LEATHER COMPANY. 33 Spruce Street. New York City, BArclay 7-0851; WILLIAM RUSHWORTH, 82 St. Paul Street, Rochester, LOcust 2-9422 - OHIO: ROBERT LIMING, 


Box 86. Portsmouth, ELmwood 3-2322 


+ OREGON: OREGON LEATHER COMPANY. 110 N. W. Second Avenue. Portland. ATlantic 4105 


+ PENNSYLVANIA: W. A. WELLENBUSHER, | Wharton Lane. 


Tookany Park. Cheltenham. ESsex 9-0682 - TEXAS: JAMIESON COMPANY, Box 13467. Dallas. LAkeside 1-4195 - WISCONSIN: HAROLD VAN HORNE. Route 3. Box 134, Oconomowoc. LOgan 7-3853 





Gitterman Named Shoe Sales 
Agent for Pygmalion Fabric 

NEW YORK—Gitterman & Com- 
pany has been made the exclusive 
selling agent in the shoe industry 
for Pygmalion, an all-nylon fabric, 
according to Daniel Benjamin, presi- 
dent. The material, described as dur- 
able and washable, is a product of 
the Blue Ridge Textile Company, 
Bangor, Me. 

Pygmalion has the look of a fine 
shrunken grain leather with a light 
luster finish. It is being made in 21 
colors including white and black. It 
has been put into all kinds of shoes 
from flats to high-heel, very dressy 
types. According to Mr. Benjamin, 
the fabric has earned good reaction 
from the makers of high-grade shoes 
for women. 

Gitterman & Company is also in- 
troducing a new fabric made of a 
special synthetic combined with 
three-ply cotton. This item is being 
offered in a range of six colors. 


Johnston & Murphy Ad Cited 


CHICAGO—A Johnston & Mur- 
phy magazine advertisement has 


been cited by a columnist for Ad- 
vertising Age, admen’s trade jour- 
nal, as one of the top 10 advertise- 
ments for 1958. The ad, a double- 
page color spread, was headlined 
“How You Can Make This Shoe by 
Hand,” and described each of 77 
hand operations required to make a 
J & M shoe which was pictured. 
Columnist William Tyler mentioned 
the advertisement in a speech at an 
advertising seminar in Chicago. 


Mishawaka Rainwear on TV 

MISHAWAKA, IND. — Misha- 
waka Rubber Company, Inc., will 
promote its Red Ball Weatherproofs 
this fall on “The Big Payoff,” CBS- 
TV daytime program starring one- 
time Miss America Bess Myerson. 
Women’s rain ensembles, including 
raincoat, hat and boots from the 
Red Ball line, will be featured on 
the program, described by Misha- 
waka as TV’s No. 1 fashion show. 
A Red Ball Weatherproofs ward- 
robe will be awarded to contestants 
during October, November and De- 
cember. Retailers have been sent a 
tie-in display streamer. 


Iowa Firm’s Specialty: Shoes 
For Workers on Wet Floors 


DAVENPORT, IA.—Shoes for 
more than two dozen highly special- 
ized industries are featured in the 
current line of the F. J. Stahmer 
Shoe Company. The firm specializes 
in the exclusive production of wood 
sole shoes designed for use in in- 
dustries with wet, slippery floors. 

The shoes, known as Davenport 
Wood Sole Shoes, are reported to be 
waterproof, dust-proof and acid- 
proof. The thick, lightweight maple 
wood soles and heels are attached 
by wire and coppered staple stitch- 
ing to the all-leather uppers. In 
some styles composition soles and 
heels are attached to the wooden 
soles. 

The selection includes a specially 
designed foundrymen’s shoe which 
fits closely around the ankle, and 
another shoe for use by dyers, 
platers and workers in steel, paint 
and asphalt making plants. There 
are also special shoes for workers 
in cheese factories, laundries, by- 
product coke works, smelting and 
chemical works, oil refineries, 
creameries and paper mills. 
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Women's: 
Red or Smoke 
Sizes 4-9, $4.00 
Boys’: Smoke 
Sizes 13-5 
3.75 
Girls’: Smoke 
Sizes 13-3 
$3.45 


Athletic Footwear Division 
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Sport King 


\ BOWLING 
SHOES 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 


A top value at 
popular prices. 
Littleway stitched 
Men's: Black or Smoke 
Sizes 6-12, $4.35 

IN STOCK 


FOR IMMEDIATE 
DELIVERY 


fine leathers 





9-Month Sales Up Almost 
50% for Hoffco Dressings 


MILWAUKEE — An increase of 
close to 50 per cent in sales for the 
first nine months of the year is re- 
ported for Hoffco products of Harri 
Hoffmann Company, Inc. 

Harri Hoffmann, head of the firm, 
said the increase was due to more 
general acceptance of the firm’s reg- 
ular line of some 40 shades of shoe 
dressings, plus new products intro- 
duced during the year. The latest 
suede sprays, Nylon Velvet Condi- 
tioner and Aqua Spray, were partic- 
ularly successful, he said in the 
quarterly report. 

The firm is experimenting with 
new shades and new products which 
Mr. Hoffmann brought back from a 
European trip. He established new 
outlets in western Europe. Another 
has been set up in Ecuador. 


Movie Offered by C.L.C. 


BOSTON—C.I.C. Machinery, Inc. 
has made available a 15-minute film 
illustrating the production  tech- 
niques and the advantages involved 
in making direct molded footwear 





nded jobs 


by the Cema process. Robert Long, 
general manager, is accepting reser- 
vations for showings by associations 
and manufacturing firms. 





Plastic Bag for Ballet Line 


“Ballet pak," a polyethylene bag with 
drawcord, is being used by Capezio, Inc., 
New York, for its fashion-line ballet 
shoes. The transparent bag, printed in 
four colors, serves as point-of-purchase 
display and can be used by purchaser as 
permanent storage bag for the shoes 
or as a beach bag. Bag is by Bemis Bro. 
Bag Co., St. Louis. 


W. R. Grace Board Approves 
Acquisition of 2 Companies 


CAMBRIDGE, MASS.—Directors 
of W. R. Grace & Company have ap- 
proved in principle the acquisition 
of the assets of Endura Corpora- 
tion, Quakertown, Pa., and the 
stock of the Vellumoid Corporation, 
Worcester, Mass. The companies 
would become part of Grace & Com- 
pany’s Dewey & Almy Chemical di- 
vision at Cambridge. 

Dewey & Almy’s present product 
lines include insoles and other com- 
ponents for shoes, and artificial 
leather bases. 

Endura makes pressure-sensitive 
tape backings and latex - impreg- 
nated tape backings, shoe stay ma- 
terial, coating base for specialty 
clay-coated printing papers, artifi- 
cial leather coating bases, and im- 
pregnated papers for high-pressure 
laminates. Vellumoid is a leading 
maker of non-metallic gaskets. 

Both firms’ stock is owned by the 
Philip C. Beals Trust, set up by the 
late George C. Beals. He was the 
founder of Vellumoid and former 
owner of Endura. 
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‘Indianhead’ Swatches Plug 
New Patent by Blackhawk 


MILWAUKEE—Blackhawk Tan- 
ning Company is using novel 
swatches to promote a new patent 
leather. Each swatch is cut in the 
shape of the head of a Blackhawk 
Indian. 

The new leather is a split coated 
with vinyl. The coating will not 
crack or crock and it is not affected 
by heat or cold, company officials 
report. 


Indian Sandals Offered Here 


McKEESPORT, PA.—A Bombay, 
India, footwear manufacturer is 
planning American’ distribution for 
its line of women’s handmade san- 
dals. 

The flats, which carry the name 
Ajanta of Bombay, are crafted on 
American lasts and designed to re- 
tail under $2. The sandals are avail- 
able in red, green and gold, packed 
in tissue wrappings in individual 
plastic bags. 

The manufacturer, Bombay Shoe 
Works, has appointed the Rothman 
Advertising Agency of McKeesport 


to handle its advertising and public 
relations in the U. S. 


Fleecy Linings Used in Many 
Fall Lines, Producer Says 


NEW YORK—Fleecy nylon shoe 
linings, offered to the trade in 16 
color - stripe combinations a_ short 
time ago, are finding extensive use 
in the fall lines of many leading 
manufacturers. This is reported by 
Princeton Knitting Mills, Inc., here, 
which makes the lining fabrics. 

The chief items involved are wo- 
men’s and girls’ bootees, men’s and 
boys’ chukka-type boots and men’s 
insulator-type high boots. 

The knitting company claims ad- 
vantages in styling, warmth without 
weight, and durability for the fila- 
ment nylon linings. The porous na- 
ture of the fleecy fabric reportedly 
allows the lining to “breathe,” pro- 
viding excellent insulating qualities 
without being hot on the foot. 

Footwear with these fabric linings 
is being promoted in men’s, women’s, 
and children’s styles in the $6 to $20 
range at retail, the Princeton firm 
says. 





make the 


best of your shoes 


Modern shoe 
technology demands 
the quality shoe 
boards made by the 
members of the 
National Shoe 


Board Conference. 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 


in shoes, particularl 


and velvet. 
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First Three Wholesalers Join 
Hussco’s *Ten Year Club’ 

NEW YORK—Hussco Shoe Com- 
pany has formed a “Ten Year Club” 
comprised of footwear distributors 
who have handled the company’s 
lines for a decade. 

Three firms have received com- 
memorative plaques as charter mem- 
bers. They are Allen Brothers, West 
Haven, Conn.; Robert E. Comins, 
Pittsburgh, and M. Dobrein & Sons, 
Boston. Accepting the awards from 
William Manowitz, Hussco presi- 
dent, were David and Sam Altschu- 
ler, for Allen Brothers; Robert 
Comins, and Herbert, Ben and Ed 
Dobrein. 

Hussco bases its distribution sys- 
tem on the franchising of whole- 
salers in exclusive sales territories. 


Wasco on MCTSA’s List 


CAMBRIDGE, MASS. — Wasco 
Products, Inc., maker of the Celas- 
tic box toe, has been placed on the 
acceptable suppliers’ list of the 
U. S. Military Clothing and Textile 
Supply Agency. 


SALES 
COME 
NATURALLY, 


@ WITH 


Don't Take Chances With Your Customers Comfort!! “> 
THERE 1S ONLY ONE TRULY EFFECTIVE 
SHU-GRIP ON THE MARKET TODAY! 
Demand the original SPONGE RUBBER SHU-GRIP 


by MODERN 


A scientifically designed shoe-grip that’s SELF-ADHESIVE, thus yy 
easy to apply, and never fails to hold. Use it to take up the slac 
loafer-type and casual shoes, where ordinary 
grippers can't do the job. This style also available in corduroy 


SEE YOUR JOBBER OR WRITE: 


MODERN ORTHOPEDIC APPLIANCE CO. 


584 Broadway, New York 12, N. Y. 





New Tanning Company Bids for West Coast Business 


LOS ANGELES—The tanning in- 
dustry, which has few representa- 
tives in the Southern California 
area, has a new recruit: the Sierra 
Pine Tanning Company in Vernon, 
Calif., an industrial section of 
Greater Los Angeles. 

Owner Jack Golden, a veteran of 
40 years in the hide and leather 
business, and his two sons are con- 
fident. Eyeing the burgeoning west- 
ern shoe industry, they feel a large 
market exists for them because of 
freight savings and easy avail- 
ability. 

They have built 64,000 square 
feet of up-to-date buildings and 
filled them with modern equipment. 

The plant site is near the center 
of the large stockyard and meat 
packing area at Los Angeles. Al- 
though many easterners don’t realize 
it, this city slaughters more cattle 
than any other in the U.S. And this 
huge supply of hides is readily 
available to the new firm. 

Opened for business around the 
first of the year, the factory is com- 
pletely sprinklered and contains the 


Jack Golden {right}, owner of Sierra 
Pine Tanning Company, with son, Arthur. 


largest drums in the west, built 
right on the job. The facilities are 
not quite completed but already 
plans are being made to add an- 
other wing. 

Most of the hides used are pur- 
chased from packing houses in the 
surrounding area. Sierra Pine is 
processing 350 hides per day and 
officials expect to increase that 
amount to 1000. 


They specialize in glove leather 
for casual shoe insides and exteri- 
ors and also for leather handbags. 
Production colors cover black, white 
and all popular shades. 

Soon the company plans to offer 
an execlusive aniline finish, calf- 
type “softie” leather called Bel Air. 

Owner Golden started in the busi- 
ness in Wisconsin before moving 
to Southern California. In the com- 
pany with Golden are the sons, 
Arthur and Sam. 

When the company was being 
planned, they obtained as superin- 
tendent Bill Lafferty. He had been 
with Greenebaum tannery in Chi- 
cago for 26 years until the business 
was closed down last year. 

There are now some 40 people on 
the payroll. Ultimately there will be 
around 100, officials expect. 


Tannery Unaffected by Fire 
BOSTON — Fire which on Sep- 
tember 17 destroyed the main build- 
ing and offices of the former Beggs 
& Cobb tannery at Winchester, 
Mass., did not affect production of 
the company’s line of side upper 
leathers, according to Harry Bemis, 
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The Shoe Polishing Rack that 
Fits All Shoes-Swivels out of way 


Permits professional shoe shining at 
home. Easily adjustable to men’s, 
women’s, children’s shoes. Heel 
clamp holds shoe firmly. ‘‘Shinz-All”’ 
swings to either side, out of way, 

or removes easily from wall bracket. 
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built by Ajax. 
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All metal, highly plated, quality 


To retail for $2.19 
AND prices: E. J. AJAX & SONS, INC. 


Dept. B-10, 92 43rd Avenue Northeast 
Minneapolis 21, Minnesota 





by AJAX 


YOU KNOW ABOUT 


MELTONIA 


BY APPOINTMENT 
TO THE LATE 
KING GEORGE VI 
MELTONIAN CREAM 





CREAM 











A QUALITY POLISH AND DRESSING 
FOR GOOD SHOES FOR MORE 
THAN 100 YEARS 


Your Clientele Deserves It 


SALOMON & PHILLIPS 
460 Park Ave. South 


AGENTS 


New York 16, N. Y. 
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president of the company. Since De- 
cember, 1957, he said, all production 
has been centered in the company’s 
expanded facilities at Dover-Fox- 
croft, Me. The Winchester plant 
has not been in operation since late 
in 1957. 


Into the Pool Went the Shoes 
—At Preview of Golf Line 


PASADENA, CALIF.—The 1960 
line of William Joyce golf shoes was 
demonstrated to the sales staff by 
throwing the shoes into a swimming 
pool. 

Idea of the unusual preview was 
to show the water-repellent features 
of the line. The shoes retained no 
water, a spokesman said, and they 
resisted “curling” even after floating 
in the pool for hours. 

The William Joyce line, sold in 
golf pro shops, is made by Bowen, 
Inc., of Pasadena. The demonstra- 
tion was at the home of Kip Bowen, 
company president. 

The weatherizing process used on 
the shoe leathers was developed by 
Minnesota Mining and Manufactur- 
ing Company. 


ISCO Annual Report Cited 

ST. LOUIS—The annual report 
published by International Shoe 
Company was judged best in the 
shoe and leather industry in rat- 
ings by Financial World, national 
weekly magazine, A bronze “Oscar- 
of-Industry” will be presented to 
Henry H. Rand, company president, 
at a banquet at Hotel Astor, New 
York, October 26. 

This award marks the seventh 
time since 1949 that International 
has placed first in the competition. 
Edison Brothers Stores, Inc., was 
second; Brown Shoe Company, third. 


One Mailing Nets a Sellout 
WAYNESVILLE, N. C.—A sim- 
ple letter of announcement about 
new work boots resulted within four 
weeks in a complete sellout of the 
first six months’ production of 
“Process 82” vulcanized footwear in 
New Zealand. The sellout was re- 
ported here by officials of Wellco-Ro- 
Search, developers of “Process 82,” 
who are affiliated with the New 
Zealand factory, M. O’Brien & Com- 





PACIFATE rar 


CTED SHOE LININGS 


Stops athlete’s foot reinfection 

Maintains original comfort of shoe 

Preserves leather from stiffening and cracking 
Keeps original. shape of shoe 

Prevents lining decay, retards odor from 


When shoe prices go up this fall, make sure 
consumer resistance doesn’t go up, too. Here’s plus 
value and added selling appeal with Pacifate 
Protected Shoe Linings... the only lining approved 


by the National Foot Health Council. 


Other famous Pacific Mills shoe linings: 


PACIDURA...non-fray, shrink-resistant, cotton lining 


PACITEX ... non-fray and non-stretch cotton lining 
(excellent for combining with other fabrics) 


pany, Ltd., of Christchurch. Now 
the O’Brien firm is doubling its 
work boot production capacity. 


New Adhesives and Finishes 
Marketed by U B S Chemical 


BOSTON—New products in the 
adhesive and finish lines are being 
added by the Shoe Chemicals divi- 
sion of U B S Chemical Company, 
Cambridge, Mass., according to an 
announcement at the division’s an- 
nual sales meeting here. 

Innovations for the repair of 
urethane and vinyl patent leather 
combinations and an advanced re- 
pair system for conventional pat- 
ent leather are included. In addi- 
tion, a series of upper leather 
finishes for men’s shoes will be 
marketed as a companion product 
to those for use on women’s shoes. 
New adhesives introduced include 
a fast-drying, pressure-sensitive 
sole-attaching cement and a versa- 
tile rubber cement for doubling. 

John Bowen, shoe division man- 
ager, was in charge of the meeting. 
Record sales in the first three- 
quarters of 1959 were reported. 





bacteria, mildew and perspiration. 


Pacifate Protected Linings are ; 
now available in white or any special 


colors plus the standard Sand Shade. 


FIND OUT ABOUT PACIFATE TODAY... 
ask any of our representatives, or write to us. 


PACIFIC MILLS DOMESTICS, an affiliate of WAMSUTTA MILLS, Dept. P35, 1430 Broadway, New York 18, New York 


October 15, 1959 


231 














Ripple Gaining ‘Down Under’ 


DETROIT—Ripple Sole sales in 
Australia have passed the 500,000- 
pair mark, it was disclosed here by 
Ripple Sole Corporation officials. Sla- 
zenger’s Ltd. is the manufacturer 
and Roy Johnston is the licensee in 
that country. Patents and trade- 
mark rights for the sole product 
have been granted in most European 
nations, South America, Africa and 
the Middle East as well as the U. S. 


e Trade Literature 


How to Judge and Buy Shoes 


SUGGESTIONS on how to buy 
shoes and how to judge their con- 
struction are included in a new 
booklet, “Money Management, Your 
Clothing Dollar,” released in Chi- 
cago by the Money Management In- 
stitute of Household Finance Cor- 
poration. 

The booklets are based on the 
idea that being well dressed depends 
more on thoughtful planning, skillful 
buying and intelligent care than on 
the amount of money spent. 

Particular care is urged in buying 
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BOSTON, 97 SOUTH ST. NEW YORK, 2 JACOB ST. 











IN NEW YORK CITY 


Collector's 
Wu 


GHERATON. 


ATLANTIC 


Hore 


| The Sheraton-McAlpin takes a new name, 


to mark completion of vast $4,000,000 
re-decorating and improvement program! 
Now more of a “buy” than ever—with its 
“heart of the market” location, close to 
Penn Station. 1400 rooms (1,000 air-condi- 
tioned), all with bath, radio, TV. Special 


| services: sample rooms, free clothing racks, 


advance listings on lobby bulletin boards. 
Remember—now it’s the Sheraton-Aflantic 
in New York. Write for buyer's rates. 


SHERATON-ATLANTIC HOTEL 
Broadway at 34th St., N. Y. 
MEMBER OF DINERS’ CLUB 

Across the street from the Marbridge Bidg. 
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shoes since, it is pointed out, they 
unlike other items of clothing can- 
not be altered for style or fit if 
wrongly selected. Women are ad- 
vised to decide what type, heel 
height, color and material will best 
suit the purpose of each pair. 

Customers are also urged to know 
the shoe brands and the last num- 
bers which best fit them. 


St. Louis Spring Forecast 


“WHAT’S NEW” is the theme of 
the latest Shoe Fashion Board of 
St. Louis forecast bulletin, to be 
distributed to the trade during the 
National Shoe Fair. The _ booklet 
will be given free to all who visit 
the display rooms of member firms 
of the St. Louis Shoe Manufacturers 
Association. 

Men’s, women’s, children’s and 
teenage footwear trends for spring 
of 1960 are covered in the digest 
of fashion information. Colors, 
leathers, materials, styles, silhou- 
ettes and treatments are included 
for both basic and promotional sell- 
ing. 

According to Miss Jaclyn Meyer, 


= 


chairman of the Shoe Fashion Board 
of St. Louis, additional copies of the 
booklet may be obtained gratis by 
addressing requests to her at 504 
Shell Building, St. Louis 3. 


e Books 


Small Retailer’s Problems 


The Problems of Smaller Stores, 
compiled by Seymour Helfant. 101 pp. 
New York: National Retail Merchants 
Assoc., $2.75. 


Seldom has the small retailer 
faced more formidable problems 
than he does today. Both chain 
stores and discount houses seem 
greater threats than ever before, 
and even the intelligent manage- 
ment of profits is becoming more 
complex every day. 

Seymour Helfant, manager of the 
Smaller Stores Division of the 
NRMA, has compiled a number of 
transcripts from NRMA meetings; 
the transcripts deal with such prob- 
lems as competition, improving earn- 
ings, managing money and estate 
planning. 

While some sections are a little 
thin in terms of actual information, 


22 Lipca, 74 Lodz, Poland 


WORLD-FAMOUS 
Rubber Footwear 
FROM POLAND 


HIGH QUALITY 
MODERATELY PRICED “3 


@ GALOSHES (for men & women) 
@ HALFBOOTS 
@ TENNIS SHOES of all types 


@ SNOW-BOOTS (for women & children) 
@ LACED RUBBER FOOTWEAR 
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the book does represent a construc- 
tive effort in a field which often 
seems to have more detractors than 
champions. 


All About House Organs 

Employee Publications, by William C. 
Halley, 139 pp. Philadelphia: Chilton, 
$5. 

Early in one of Employee Publica- 
tions’ chapters, an editor is quoted 
as saying, “We don’t have any spe- 
cific goals. We just try to do a good 
job.” This editor and others like him 
in the house organ field are the tar- 
gets of Mr. Halley’s book. 

Mr. Halley, who is manager of the 
Plant Publication Service of E. I. du 
Pont de Nemours and Company, holds 
that “the first job of any... or- 
ganizational publication is to... 
promote the well-being of the organ- 
ization that pays for it.” In chapters 
entitled Man and the Organization, 
The Process of Persuasion, What a 
Publication Can—and Cannot—Do, 
and others, Mr. Halley tells how to 
go about it. 

Forty pages of illustrations of ac- 
tual employee publications are in- 
cluded. 
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@ WORKMEN'S HEAVY DUTY SHOES 
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Personnel 





C. R. CREAMER, JR. 


R. H. BARBOUR, JR. 
P O'Sullivan VP 


Executive V! 


Promoted... 


Richard H. Barbour, Jr., to ex- 
ecutive vice-president of Barbour 
Welting Company, Brockton, Mass. 
He joined the firm five years ago 
and has worked in every depart- 
ment. He is a grandson of Perley 
Barbour, one of the founders. 

Robert P. Murphy, from general 
manager to president of National 
Shoe Products Corporation, Fram- 
ingham, Mass. He succeeds Charles 
P. Richmond, who remains active 
as treasurer. Mr. Murphy was with 
United Shoe Machinery Corpora- 
tion for many years in sales and 
managerial posts. 

Bon P. Knott, from assistant su- 
perintendent to superintendent of 
International Shoe Company’s Con- 
way, Ark., plant. Emmett A. Davis, 
from foreman in ISCO’s Jackson, 
Mo., plant to plant superintendent 
of the Richmond, Mo., unit, suc- 
ceeding Howard Perry, who re- 
signed. 


Elected... 


Michael Shuman, as vice-presi- 
dent of Desco Shoe Corporation, 
New York. He is head designer 
and production supervisor and will 


JOHN S$. BATTERTON 
Named by Vitality 


GEORGE TIMSON, JR. 
To Calif. Cobblers 
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JOSEPH HUSCH 
Leaves K k 


C. A. McKENNEY, JR. 
Also a VP 


re 
JACK DEEGAN 
Named by Scholl 


DENNIS WILSON 
Peters Salesman 





continue with these duties in New 
York and at a Desco plant in Ex- 
eter, Pa. 

Gerald Gellady, as vice-president 
in charge of styling and merchan- 
dising ladies’ shoes and advertis- 
ing for A. S. Beck Shoe Corpora- 
tion, New York. He started as a 
salesman for Ansonia 25 years 
ago, joined Beck when it bought 
the Ansonia chain in 1956. 

C. Robert Creamer, Jr., and 
Charles A. McKenney, Jr., as vice- 
presidents of O’Sullivan Rubber 
Corporation, Winchester, Va. Mr. 
Creamer joined O’Sullivan in 1950, 
became plastics division sales 
manager in 1954. Mr. McKenney 
joined the firm in September, 1958, 
as assistant to the president. 


Resigned... 


A. E. H. Fair, as president and 
director of Brown Company, Ber- 
lin, N. H., maker of pulp and paper 
products including shoe innersol- 
ing. Mr. Fair said he will “further 
my consulting work in the paper 
industry, with Brown and other 
companies.” Laurence F. Whitte- 
more, board chairman, temporarily 
resumed direction of Brown’s af- 
fairs. 


ELROY C. STAUFFER 
Joins Supply Firm 


LOUIS MACHER 
To Fashion-Bilt 


Joseph Husch, as vice-president 
in charge of sales for Knomark, 
Inc., New York, Esquire shoe pol- 
ish makers. He becomes vice-pres- 
ident of Pezrow Associates, Inc., 
food brokers and exclusive repre- 
sentatives for Esquire in the food 
trades in metropolitan New York 
and New Jersey. 


Retiring... 


F. W. (Ted) Legler, from 
Tweedie Footwear Corporation, 
Jefferson City, Mo., after 25 years 
as sales representative in New 
York State, excluding the New 
York City metropolitan area, and 
Pennsylvania. 

Al Breidenbach, from Peters di- 
vision of International Shoe Com- 
pany after 21 years as sales repre- 
sentative. 


Appointed... 


Jack Deegan, as southern division 
sales manager for The Scholl Man- 
ufacturing Company, Inc., Chicago. 
He succeeds the late Vernon Bot- 
tenfield. 

Dennis Wilson, as sales repre- 
sentative for the Peters division of 
International Shoe Company, St. 


CLARENCE ROEDER 
Research Director 


D. C. LANESE, JR. 
Represents Sterling 
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Louis. With headquarters in Indi- 
anapolis, he will travel central In- 
diana and west-central Ohio. 

Fred E. Koch, as sales represen- 
tative for Roberts, Johnson & 
Rand division of International 
Shoe Company in the entire Chi- 
cago area. He previously covered 
only the southern part of this ter- 
ritory. He succeeds Don Quigley, 
who resigned several months ago. 

John S. Batterton, as sales repre- 
sentative for International Shoe 
Company’s Vitality line, succeeding 
veteran John C. Thomas, who re- 
tired October 1. From headquarters 
in Camillus, N. Y., Mr. Batterton 
will travel New York State, exclud- 
ing New York City. 

George E. Timson, Jr., as New 
England sales representative for 
California Cobblers, Los Angeles. 
His headquarters is in Lynnfield 
Center, Mass. 

Edward McCoy, as sales repre- 
sentative for California Cobblers in 
Wyoming, Utah, Nebraska, the Da- 
kotas and Colorado. Robert Deyo 
formerly handled this territory. 

Dick Brunswig, as Northwestern 
States sales representative for the 
Culver Manufacturing Company, 
Inc., Erin, Tenn. A Eugene, Ore., 
resident, he formerly represented 
U. S. Rubber Company in Oregon. 

Vincent J. Gilligan, as sales rep- 
resentative for Tweedie Footwear 
Corporation in metropolitan New 
York, Delaware, Maryland, New 
Jersey, Pennsylvania and Wash- 
ington, D. C. Jack De Good, as 
Tweedie’s representative in Mon- 
tana, Idaho, Utah, Wyoming and 
Arizona. 

Arthur Goldman, Vince Johnson 
and Frank Valentine, as sales rep- 
resentatives for Belgrade Shoe 
Company, Auburn, Me. Mr. Gold- 
man succeeds Ben Hamburg, who 
resigned, and will cover New En- 
gland from headquarters at Brook- 
line, Mass. Mr. Johnson, who lives 
in Bemidji, Minn., will travel the 
Dakotas and Montana. Mr. Valen- 
tine, a Minneapolis resident, will 
cover Minnesota and Iowa. 

Kermith (Red) Van Guilder, as 
sales representative for Leverenz 
Shoe Company, Sheboygan, Wis. 
Temporarily he will work out of 
the Sheboygan sales office. 

Louis Macher, as sales represen- 
tative in Florida for Fashion-Bilt 
Shoe Company, Pontiac, Ill. He 
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lives in Miami Beach. 

Ben Goldstein, as sales represen- 
tative for the Charles Kemler Shoe 
Company, Boston wholesaler. Mr. 
Goldstein, formerly with Medwed 
Footwear, Inc., Skowhegan, Me., 
will cover the volume trade. 

Leon M. Rubin, as sales repre- 
sentative for Benjamin Walk & 
Company, Boston shoe wholesalers. 
He will cover Southeastern Massa- 
chusetts, Rhode Island, Connecticut 
and Maine. 

Elroy C. Stauffer, as a represen- 
tative of the National Shoe Prod- 
ucts Corporation, Framingham, 
Mass. He will help service the Penn- 
sylvania territory, working with 
Dick Stauffer, manager of the com- 
pany’s branch office in Reading. 

Clarence Roeder, as director of 
research and sales engineering for 
Phillips- Premier Corporation of 
Boston, national distributors to the 
shoe industry for the Fabrics and 
Finishers division of E. I. DuPont 
de Nemours & Company and other 
manufacturers. He will work with 
customers on problems involved in 
determining the most efficient use 
of materials developed and distrib- 
uted by the company. 

Dominick C. Lanese, Jr., as sales 
representative in Pennsylvania and 
New Jersey for Sterling Last Cor- 
poration, Long Island City, N. Y. 
For two years he has been purchas- 
ing agent with the company. 

William H. Ragborg, as manager 
of a new technical service and de- 
velopment laboratory of Dow Corn- 
ing Corporation, silicone makers, 
to be built in Greensboro, N. C. 


Transterred... 


Richard S. Bitzer, from the 
Northwest territory to the West 
Coast territory (California, Ore- 
gon and Washington) as sales rep- 
resentative for Tweedie Footwear 
Corporation, Jefferson City, Mo. 
W. R. (Bob) Lindley, to the New 
England-upper New York State 
territory for Tweedie Footwear. 

Robert L. Partin, from plant su- 
perintendent of International Shoe 
Company’s Searcy, Ark., factory to 
plant superintendent of ISCO’s 
Caribe Shoe Corporation factory in 
Puerto Rico. Clarence S. Wiles, 
from superintendent of Interna- 
tional Shoe Company’s Conway, 
Ark., plant to superintendent of 
the Searcy, Ark., plant. 


‘Palm Leaf’ Women’s Boot 


Women's western boot with stitched 
palm leaf motif is a leader in the line of 
John A. Frye Shoe Company, Inc., Marl- 
boro, Mass. It's made in ferril-black 
glove leather, with leather-lined legs, 
stitched-in sole leather counters, dogger 
heels, needlepoint last, V-front legs, cot- 
tage pegged steel shanks. Sizes 3/2 to 
9 in A and C widths. 





H. C. Godman President Sees 
Spring Gains for Mid-Heels 


COLUMBUS, O.—J. O. Moore, 
president of the H. C. Godman 
Company here, predicts a big in- 
crease in spring season sales of 
the mid-heel group of women’s 
shoes. He said Godman is empha- 
sizing mid-heels in its spring lines 
in order to take advantage of this 
anticipated development. 

Mr. Moore said the forecast was 
reached as a result of a quiet sur- 
vey of retailers in the season just 
ended as well as a sales analysis 
which showed that Godman’s Tar- 
sal-Tred and Kit-a-Ped units were 
28.6 per cent ahead of last year— 
with the bulk of the increase in 
mid-heels. 

“Our survey forces us to con- 
clude that many women are becom- 
ing less interested in both spikes 
and flats,” Mr. Moore said. 


Tannery Workers Get Raise 
PEABODY, MASS.— Under the 
terms of a newly ratified contract, 
some 1300 tannery workers in Pea- 
body, Salem, Danvers and Woburn, 
Mass., are to receive a wage in- 
crease of nine cents per hour. Six 
cents of the increase became effec- 
tive last month and the remainder 
becomes effective at the beginning 
of the second year of the contract. 
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A Flip Of The Switch 


and the blinking nose of the “Tiny 

Tot” Clown will fascinate your 

tiniest tot while their foot is being 
measured 





BRIGHT 
DURABLE 
PLASTIC 
FINISH 


Works 

on two 
flashlight 
batteries. 
Accurate 
and fully 
tested 





Contact your local findings 
dealer or mail check to 


Superior’s Tiny Tot Co. 
P. O. Box 3752 


OAK PARK 37, MICHIGAN 

















NOW AVAILABLE T0 
BETTER STORES & DEPTS. 











HABTTANT Sic 


Lined With Genuine Lamb‘s Wool! 


$995 


for men 
and 
women 


A SMASH SUCCESS FOR 15 YEARS 
WITH NEVER A MARKDOWN!! 


e MEN'S SIZES 6-12 .. .$5.40 
¢ WOMEN'S SIZES 3-9 . 5.15 
¢ NET 30 DAYS. All Duty Included. 
F.O.B. Canada 
NATIONALLY ADVERTISED AT 9.95 
IN LEADING MAGAZINES 





ORDER NOW! 
IMMEDIATE DELIVERY 











HARRY G. FELLMAN 


Exclusive U. S. Representative 
49 W. 43 St.. New York 36, N. Y. 
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Where to Buy 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 











BOX HANDLERS 


JOBS 





LONG ARM* 
The efficient box hendier 
QUICKER, EASIER, SAFER 


1 will 
SEND 
POSTAGE 


to YOU 


for the return of the 

LONG ARMS you order hues 
now, if after using them 
two weeks you are not a 
convinced that you can 
get shoes from the high 
shelves quicker, easier, 
safer than by any other 
method. LONG ARMS with 24"', 36'', 48" and 
60"" handles, $3.50; 72'', $4.50. Postage prepaid 
in USA. Specify handle length desired and if 
for men's or women's boxes. 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


Strode wort 














— 











ORTHOPEDIC FOOTWEAR 
TARSO PRONATOR SHOES® 


—for club feet— 

. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway . Yonkers, N. Y. 








Electric Dispenser Offered 
For Carry-Pack Handles 

SCHILLER PARK, ILL. — Carry- 
Pack Company, Ltd., is introducing 
an electric-powered automatic dis- 
penser for fast application of the 
company’s gummed package han- 
dles. 


Carry-Pack Electro-Speed dispenser 


Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


BA ee ee mariets Fes! 


CANCELLATION SHOES 
79-81 READE ST., N.Y.7 + WO 2.5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


All Price Ranges 


Fine Fuitimene 
MOSINGER -COHN 


1235 Washington, St lou 


Largest Stocks 








s 3,.Mo 


The new Electro-Speed dispenser 
is designed to speed volume pack- 
aging operations in shoe stores and 
other retail establishments. The 
device is equipped with a _ foot 
pedal control, permitting the oper- 
ator to work with both hands free. 


Klaus Gaisbauer, technical rep- 
resentative of Wellco - Ro - Search, 
Waynesville, N. C., for European 
affiliated factories, recently went 
to Denmark to supervise the instal- 
lation of equipment, training of op- 
erators and production scheduling 
on “Process 82” vulcanized footwear 
for Fabriken Plastica, Ltd., Copen- 
hagen. 


Boot and Shoe Recorder 





Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND ye SURPLUS SHOES 
OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire for fast ac- 
uality men’s, 


PLEASE DON'T Seah and children’s shoes. 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear th Over 43 YEARS 


UNCLE Louis Camitta & Son 
91 Reade St., N. Y. C. WOrth 2-5063 




















VIM BARIS BUYS for CASHZ 
BAR i S Quick decision on your offers of discontinued and 
S surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


THE NATION'S FINEST 
GANCELLATION SHOES 


| _79481 Reade St._* New York 7, WY. + Tek WOrth 2510 | 


Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co, 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-8762 
Quality Shoes Since ‘32 
“While in Town See Weil”’ 

















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 














TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9027 














WE PAY MORE focausec WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 

















M. STOFF and CO. 


CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 
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Classified and Want Ads 











DISPLAYS 








PRICE TICKETS 
"Ter Holiday Trims. 


Xmas Cards & Gift Signs 
MERCHANTS SERVICE 


209 S. State St., Chicago4 


Same 














Cameron Company Displays 
500 ECHO LANE, GLENVIEW, ILL. 


Will Show Room 911-A Conrad Hilton 


NEW AND ORIGINALS—IN ART OF DISPLAY 
“TO THE MAN WHO CARES ABOUT 
HIS WINDOWS" 


JACK CAMERON, PAUL HAMLIN 
ALSO GUY MALLOY, formerly of 
NEIMAN MARCUS 


Will Show in Dalias, Denver, Adolphus, 
Albany Shows 














SIDELINE SALESMAN WTD. 








OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














WANTED SALESMEN FOR SIDELINE 
of Men's Extremely High Styles Dress Ox- 
fords, such as Flat Tops, Missiles, Blades, 
Knobs, etc. $9.98 retailers. Line runs into an 
average of 24 samples. Territories open: Penn- 
sylvania, Arkansas, Tennessee, Texas, Okla- 
homa, Ohio, Virginia, Michigan. Reply to Box 
628, Boor ann SHoe REeEcorpeEr, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





WANTED TO PURCHASE 


WANTED TO PURCHASE 








CLOSE OUTS 


1603 South Michigan Ave. 
Phone or Wire Collect 





KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 











SIDELINE SALESMAN WTD. 
SIDE-LINE MEN'S SALESMEN 


New, Expanded Air -O- Magic 
Cushioned Innersole Line, plus fast 
selling young men's line. 
From $7.95 to $12.95 retail 
2 sample grips only 

Territories open: 

Colorado and Mountain States 

Alabama, Mississippi 
Louisiana, Texas, Kentucky, Tennessee 

Carolinas, Virginia 
All inquiries held strictly confidential. 

S. T. LEVIN 


THE H. C. GODMAN COMPANY 
Columbus 16, Ohio 








SIDELINE SALESMEN CALLING ON 
SHOE STORES. Improved patented covered 
tacked metatarsal pads; two styles. Samples 
can be carried in pocket. Good commission. 
Inquiries held confidential. Reply to Box 633, 
Boot anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





SIDELINE WANTED 


SIDELINE WANTED FOR ALABAMA 
AND GEORGIA. Will consider full Line 
Southeast. Experienced. Reply to Box 613, 
Boor anp Snot Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 








sent them in America. 


place all resulting business. 





PURCHASING AGENT 


An old established Australian Company of over 50 years 
of service to the shoe manufacturing industry in Australia 
requires an Agent or Firm of Forwarding Agents to repre- 


Applicants should be familiar with shoe manufacturers re- 
quirements, sources of supply, provide a sample service and 


Reply in confidence stating terms to: 


LION & MOSELY PTY. LTD. 
Box 36, P. O. Chippendale, N. S. W., Australia. 











WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


207 Essex Street, Boston, Mass. 














FOR SALE 





A LADIES’ AND MISSES’ SHOE STORE 
in a relatively new shopping center. Store has 
a great potential because of the rapid growth of 
the City (Casper, Wyoming), which is known 
as the Oil Capital of the Rockies. Will fur- 
nish details to interested parties. MI-LADIES 
SHOE BAZAAR, Hilltop Shopping Center, 
Casper, Wyoming. 





FAMILY SHOE STORE, BROWN FRAN- 
CHISE PLAN, located in established North 
Virginia suburb of Washington, D. C. Beau- 
tiful modern store and fixtures, gross $100,000. 
Owner has other interests. Will sacrifice. For 
sale with or without stock. Reply to: S. WOLF, 
106 East Broad Street, Falls Church, Virginia. 





ATTENTION! SLIPPER AND SCUFF 
MANUFACTURERS offering large repeat 
quantities Acrilon-Veral cut-off’ pound goods, 
pastel colors. Write for free samples and low 
prices. Reply to Box 627, Boot anp SHOE Re- 
corper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





FAMILY SHOE STORE featuring National 
Brands, including Children’s Orthopedic Shoes. 
Located in the heart of Government Missile 
Base on Florida East Coast, 200 miles North 
of Miami. Terrific growth opportunity. AD- 
— 3885 N.W. 2nd Terrace, Miami, 

orida. 





FOR SALE: RED CROSS STORE in 
Northern New England; 2% man store. Reply 
to Box 629, Boor anp SHOE Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





FAMILY SHOE STORE, SOUTHERN 
CALIFORNIA CITY, Los Angeles area in 
shopping center. National Brands, medium qual- 
ity. Good lease; volume $75,000. Beautiful 
store; clean stock. Fixtures complete $4500. 
Stock $26,500. Total of $31,000 for $26,500 
cash. Owner must reduce holdings. Reply to 
Box 632, Boot ann Snore Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





TANNER WANTED 





TANNER WANTED: Experienced in Soft 
Tanned Leather and Suede Splits. Write giv- 
ing experience and age. Reply to Box 611, 
Boot anp SuHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


Boot and Shoe Recorder 





Classified and Want Ads 


SALESMEN WANTED | | SALESMEN WANTED | SALESMEN WANTED 














specie £ WE ARE CLEANING HOUSE 


cements, bon-welts and pre-welts, $3.00 to 
$4.00 retailers. Carried in stock, also make- 


a slams sor th aeiiala 1) WEST COAST 3) WISC. & MINN. 
Mount Holly, New Jersey 2) ROCKY MOUNTAIN 4) ILLINOIS 


The men we have had in the above territories 


SALESMEN WANTED have not produced. If you can SELL popular 
Complete Line of Children's Shoes. priced loafers, flats, oxfords & hand laced 


a pedo whe ong sae moccasins contact us immediately. The Spring 
Territories open: Ky., Indiana, lines will be out about Nov. Ist. 


Ohio, Okla., Texas, lowa, Kans. 
and Mo. Reply with details, ref- WRITE-WIRE OR PHONE 


po IE ae SEYMOUR J. GOLDMAN, SALES MGR. 
- —=EV—— BOOT-STER MFG. CO. 
CLARKSVILLE, TENN. 

















WELL ESTABLISHED MANUFACTURER OF 
ARCH SUPPORTS AND ORTHOPEDIC CoR- 
RECTIONS HAS OPENING FOR AN EX- 
PERIENCED REPRESENTATIVE TO TRAVEL 
THE SOUTH AND SOUTHWESTERN TERRI- ‘ 
TORY. GIVE QUALIFICATIONS AND REF- 1. Ky.—Ind.—So. Ohio 4. Oklahoma 


ERENCES. 2. Georgia—So. Alabama 5. Wisconsin 
MTeteet S Soth Sten, Philadelphia 36, Pe. 3. La.—Ark. 6. Mountain States 


7. South Calif.—Arizona 
stem edi pny ne-tapdirvercel of We have openings for experienced salesmen in all of the above 
high tiled ‘medium Boe Mgr me age territories. There is established business in each territory, and we 
experienced in women's make up shoes. have no objection to a non-conflicting side line. Our line is In- 
oun Re gy Bn age gp A gy —_ Stock, $5-$7 retailers, consisting mostly of dress flats, Queen Anne 
tween. Write giving full particulars in first and little heels, casual flats and staple sports plus a long line of 


LESTER TOBER, SELWYN SHOE COMPANY wide widths. Your inquiry will be kept in complete confidence. 


1204 Washington, St. Louis 
PHYLLIS SHOE CO., INC. Mfrs. Lowell, Mass. 























SALESMEN WANTED TO CARRY LINE 
OF WOMEN’S IN-STOCK FLEXIBLE 
SHOES. Commission basis. Following terri- 
tories open: Texas and Oklahoma; Maryland, 


syiebenmextvania, Reply in etal to RESTEP BRILLIANT BROTHERS CO. 
“ve CORP., 184 Fifth Avenue, New York, 190 Lincoln St#., Boston, Mass. CHICAGO AND ILLINOIS 


National Distributor Men's Popular Price 

Dress and Work Shoes. Exclusive and TERRITORY 
SALESMEN WANTED: IN STOCK Side Line territories. | Draw—Bonus. ‘ 

eg age re FLATS AND MOCCASINS. _We Louisiana, Mississippi; © Washington, For a Factory Makeup Line of 

vill be iaggertonsas, ae at the following Shoe Oregon; Kansas, Missouri; Texas; Ne- Men’s Shoes to Retail at $11.95 

York. Write now for an appointment. Several braska, lowa; Massachusetts, Connecti- to $14.95. Contact us at the Na- 

valuable and established territories open. Reply cut, Rhode Island; Upper New York; tional Shoe Show, Room 739, 


to Box 624, Boor anp SHoe ReEcorper, Chest- 
nut & Séth Streets, Philadelphia 39, Penna, es Tennessee, Arkansas. Enclose resume, Palmer House. 


photo, and references. 
FRANK NOONE SHOE COMPANY 


EXPERIENCED TRAVELING _ SALES- 
MAN for MONTANA and DAKOTAS. Es- Rectband,: Mommahaigie 


tablished Line of Men’s and Boys’ Work Shoes 
and Boots. Full time commission and guarantee EXPERIENCED SHOE SALESMEN 
basis, or may be carried with non-conflicting Sant 
Line on straight commission basis. State road Established territories, KANSAS and MISSOURI; 
experience and list trade references. Reply to NORTHERN OHIO and WESTERN PENN- E OPP RTUNITY 
Box 626, Boor ann SHOE Recorper, Chestnut SYLVANIA, Men's and Boys’ Boots, Work 
& 56th Streets, Philadelphia 39, Penna. and Dress Shoes. Liberal commission and “ 
National Manufacturer of Rubber, Canvas 


uarantee basis. Give trad fi 
be so NO: OED: SN: ane and Plastic Footwear offers opportunity for 


road experience. 
JUNG SHOE MFG. CO., Sheboygan, Wis. competent salesman between 25 and 40 years 


LINES WANTED of age for Wisconsin, Minnesota territory. 
Guaranteed income and reimbursement for 

traveling expense. A quality line backed by 

national advertising and complete retail 


S A L E S M E N promotion program, Aptitude testing and 
SELF STARTER SALESMAN thorough training program assists in assuring 
TO CARRY AN OUTSTANDING LINE OF success of man selected. Retail shoe back- 
bed ro ~ — = your line. Pres- UALITY CANVAS AND RUBBER FOOTWEAR ground desirable but not essential. Late 
ing Polindeighia and Soeth  Joroer. eat aie ateatt "Soakeae™ neee rae oan oe sapere 
Will also consider re-location to Cali- , md Interested applicants write giving telephone 
fornia. What challenge can you offer rennet ty RETAILERS. ALL TERRITORIES number and complete resume of background. 
= — ay Mig Le ee out os au, beet & ence neconeen Reply to Box 631, BOOT & SHOE RECORDER 
eply ox 634, e 
hestnut & 56th Streets, Philadelphia 39, Pa. Chestnut & 56th Sts., Philadelphia 39, Pa. Chestnet & 56th Gts.. Phitadsiohia $8, Pa. 
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STATEMENT REQUIRED BY THE ACT 

OF AUGUST 24, 1912, AS AMENDED BY 

THE ACTS OF MARCH 3, 1933, AND 

JULY 2, 1946 (Title 39, United ‘States 
Code, Section 233) 


SHOWING THE OWNERSHIP, MAN- 
AGEMENT, AND CIRCULATION OF 
BOOT and SHOE RECORDER, published 
semi-monthly at Philadelphia, Pa., for 
October 15, 1959. 


1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: Publisher, ’ 
Terhune, Jr., Boot Road, Sugartown, Mal- 
vern P. O., Pa.; Editor, John J. Reilly, 
120 Browning Lane, Rosemont, Pa.; Man- 
aging editor, James Edmonds, 214 South 
42nd Street, Philadelphia 4, Pa.; Business 
manager, none. 


2. The owner is: (If owned by a corpo- 
ration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 per cent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unin- 
corporated firm, its name and address, as 
well as that of each individual member, 
must be given.) CHILTON COMPANY, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Holders of more than 1 per cent of the 
capital stock outstanding of Chilton Com- 
pany: Mary M. Acton, 260 Sycamore Ave- 
nue, Merion Station, Pa.: Mrs. Beulah 
Fahrendorf, Chateau LaFayette, Scars- 
dale, New York; Dorothy S. Johnson, 
Route 1, Putnam Valley, New York: Kim- 
berton Hills Farms, Inc., 1608 Walnut 
Street, Philadelphia, Pa.; Mabel P. My- 
rin, 1608 Walnut Street, Philadelphia, 
Pa.; Mary M. Acton and John Blair Mof- 
fett, Trustees U/W of Clarence A. Mus- 
selman, Deceased, 1608 Walnut Street, 
Philadelphia, Pa., Beneficiaries: Mary M. 
Acton and David Acton; J. Howard Pew, 
1608 Walnut Street, Philadelphia, Pa.;: 
J. N. Pew, Jr., 1608 Walnut Street, Phila- 
delphia, Pa.: Mary Ethel Pew, 1608 Wal- 
nut Street, Philadelphia, Pa.; Alberta C. 
Sly, 415 East 52nd Street, New York 22, 
New York Alberta C. Sly, Executrix 
U/W of Frederick S. Sly, Deceased, 415 
East 52nd Street, New York, New York, 
Beneficiaries: Albert C. Sly, Alberta C. 
Sly, and John E. Sly; Soleil Farms, Inc., 
1608 Walnut Street, Philadelphia, Pa.; 
Charlotte M. Terhune, 160 FE. 48th Street, 
New York, New York. 


8. The known bondholders, mortgagees, 
and other security holders, owning or 
holding 1 per cent or more of total amount 
of bonds, mortgages, or other securities 
are: (If there are none, so state.) NONE. 


4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the names of the person or corpora- 
tion for whom such trustee is acting; also 
the statement in the two paragraphs 
show the affiant’s full knowledge and be- 
lief as to the circumstances and conditions 
under which stockholders and _ security 
holders who do not appear upon the books 
of the company as trustees, hold stock 
and securities in a capacity other than 
that of a bona fide owner. 


5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
preceding the date shown above was: 
(This information is required from daily, 
weekly, serniweekly and triweekly news- 
papers only.) 


EVERIT B. TERHUNE, JR., 
Publisher. 


Sworn to and subscribed before me this 
15th day of September, 1958. 


JAMES A. MIADES. 
(My commission expires June 11, 1962.) 


[SEAL] 








Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Aopen’ BieGo. a secs os000e 58 
Acme Boot Company, Inc. ... 16 
Ajax, E. J., & Sons, Inc. .... 230 
Alden, C. H., Shoe Co. ..... 92 
Altschul, Julius, Inc. ....... 156 
Amer, William, Company ... 150 
American Biltrite Rubber 


American Girl Shoe, The .... 2 
American Juniors Shoe Co. ... 205 


American Shoe & Foundry.... 
Company, Stitching Ma- 
chinery Division 


American Stay Company .... 108 


Andrews -Alderfer Division, 
The Kendall Company .... 


Armour Leather Company .. 145 
Avon Sole Company 


Ba & Bhoe C6. 6560055 vale 
Bally, Inc. 

Bannister Shoe Co. 

Barbour Welting Company .. 90 
Baris Shoe Co. ...... 209, 236, 237 
Barrett & Company, Inc. .... 55 
Bass, G. H., & Co. ashe 
Bata Shoe Company, Inc. ... 177 
Bearfoot Sole Company 

Beckwith Arden, Inc. 

Beebe Rubber Company 

Bender Shoe Company 

Berned Shoe Company ...168, 227 
Boot and Shoe Recorder 42, 43, 144 


Brezner Div., Allied Kid Com- 
pany, The 


British Classics 


Broitman-Gaffin Shoes, Inc. .. 
228, 237 


Brooks, William Shoe Co., The 129 
Brown Company 


Brown Shoe Company ....112, 113 


Cambridge Rubber Company 
Raynshu 


Tred-Lite 
Cameron Company Displays.. 238 
Camitta, Louis & Son . 
Camitta Shoe Co. ..... 
Carry Pack Co., Ltd. ........ 
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Torture tests prove SUBERGRIP ® Cements Your Best Bond Buy! | 


Torture testing SUPERGRIP cements on this flexing machine is just 
one of the ten different quality control checks you get when you specify 
SUPERGRIP cement. This torture test subjects the cement film to far 
greater wear and tear than your hardiest customer could ever give... 
your positive assurance that SUPERGRIP cements are carefully 
manufactured to safeguard your reputation and your profits — to give you 
maximum bond strength and dependability when sole attaching. 

Make sure you get the most out of cements — ask for a UNITED 
Specialist to survey and recommend formulas for your consideration. 
Contact your UNITED man today. SUPERGRIP cements are products 
of B. B. Chemical Co. and distributed by United Shoe Machinery 
Corporation, 140 Federal Street, Boston, Massachusetts. 


CEMENTS 
THE GAC CATALOG ...YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


® REGISTERED TRADE-MARK OF B. 8. CHEMICAL CO. 





Style 9198 
MONACO Last 


Black Cameo Calf 
Style 9298 

Same in Brown 
IN-STOCK 


Less Weight and Bulk 
than Ever Before! 


Another Nunn-Bush first! Almost every buyer 
who has seen the cushion insole construction 
of Pli-matics and then “hefted” the shoes has 
looked surprised. “How do you do it?” is the 
usual query, as he has noted the lightweight 
and trim style lines. Pli-matics are an achieve- 
ment... and if you will ask each customer to 
press his finger into the softness of the insoles, 
you will find that Pli-matics sell themselves! 


from 18-5 


NUNN-BUSH SHOE COMPANY 
MILWAUKEE, WISCONSIN 


Style 9395 
STAFFORD Last 
Black Cameo Calf 
Style 9495 

Same in Brown 
IN-STOCK 


Style 9351 

MONACO Last 

Black Cameo Calf 
- Style 9451 

Same in Brown 

IN-STOCK 








MADE TO PLAY YOUR STORE... 


This movie, titled ‘One, Two, Buckle Your Shoe,”’ shows the 

skilled care which goes into each pair of Stride Rite shoes. It 

shows where Stride Rite shoes are made, how they are made, 

what they’re made of and who makes them. 

This is a movie to show your sales staff, department heads and 

clerks, to give them a new dimension in shoe knowledge; seeing 

and understanding how much goes:into a shoe and why the prod- SHOE 
uct they handle is of importance to them and to the community Gomes es 88ty. Co., Boston, Mans. 

they serve. 


Your Stride Rite representative is now making arrangements for showings. 
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